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| styled forgift sales in the 
laccepted Le“ Dell quality 


xquisite design ‘ae superb 
craftsmanship ...adash of 
color... unsurpassed finish 
ew ingredients that spell 
sales success over the counter 


in your store when you display 


Van Dell. Our new 


Fall line, from which typical 


creations are shown here, is 
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now being shown to your 





wholesaler. 
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Earrings 
No. 6093 No. 4605 


Simulated Stones 


’ 
52 


ted 
lecklace No. 2392... Earrings No. 4623 simulated Onyx 


Simulated Cabachons is: "are = ty aj : , 
Necklace No. 2352... Earrings No. 4606 Necklace No. 2413... Earrings No. 41) 
Simulated Pearls 


Earrings No. 4616 e See 


Pin No. 6114 


Simulated Onyx and Pearls 
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No. 1200/7 
9 stone cluster, high center 
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No. 4436/ 7 
6 stones large high center 


ms ee ts 















No. 1645/7 
7 stones, black enamel cross 











In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, = 
with unusually massive tops into which precious stones can : KO ia . E | 


8 . 
be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
‘ as shown or, upon order, complete with stones to suit the A : S A U E R & C O. 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 


en AIRES oe 


Brochures showing 17 designs will be sent upon request. . Cincinnati eae Ohio 
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Co-ordinated merchandising of 
china, glass and silver opens wide 
the door to extra profits for jew- 
elers. (See articles on pages 68, 
74, 128 and 130). JC-K photo 
by John McGinn taken at Lam- 
bert Bros. Jewelers, Inc., 767 Lex- 
ington Ave., N. Y 
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Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
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WATCH CASES 





designed to custom-fit fine watch movements 


In the same fine tradition ... beautiful, nationally advertised WADSWORTH POWDER CASES 
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Specify Falcon Stone Rings. . > 
and be SURE of 
yA 





You know as a smart jeweler 
that there’s no compromising 
Style, Quality, Design. 

The rings you sell 

either have them or they haven't. 
Remember—customer satisfaction 
is your best insurance 
for increased volume. 








A representative selection & 

of Falcon Stone Rings 

from our full line of LADIES’ 
& GENTS’ STONE SET RINGS. ® 

A full variety of Low 

and High Models in all Stones 
and full cultured pearls. 8 





Falcon Stone Rings are & 
of the highest quality ORRILE No. 9095/29 


in design, craftsmanship, finish, ) . 
WE SELL EXCLUSIVELY TO 


gold and stones. 
All castings and finished rings MANUFACTURERS AND WHOLESALERS 
are available in | 
10K yellow and white gold 


and 14K yellow and white gold. FALCON STONE RING MANUFACTURING CO., INC. 


a subsidiary of 


MARLAN & DLLICHIER, 
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/88 WEST FOURTH STREET MEW YORK /4N ¥ 


OFFICES IN CHICAGO AND LOS ANGELES 
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THAT’S STYLED FOR SALES 
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Yes, these brand new Simmons items are 
designed to sell fast... and to set right with 
the men who’ll wear ’em. Patterned with the 
flair of tomorrow for profits today. Your selection 
is ready for shipment. Order now to maintain 
pace with your competition. 













MS 3094-2 


R. F. SIMMONS CO. Attleboro, Mass. 


P. S. Simmons sets now come richly 
boxed in Farrington Planned Packaging 

. - to help make cash customers out of 
window shoppers. 











SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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ur line of settings and findings comprises 
everything the manufacturing jeweler 
needs for the creation of fine jewelry. 
Our settings include high fishtail and 
illusion styles, Tiffany types, circlet, 
skeleton, pearl, spread-base and crown, 
emerald shape, square and high with four 
cramps. Our newest illusion settings — 
the Masterpiece Line — already have 
become very popular. We make findings 
for one-piece to five-piece mountings of 
both light and heavy weight; stone plates 
in plain and fancy shapes as well as bases, 
bezels and round and square tubing. All 
these are furnished in jewelry palladium, 
10% iridio platinum and gold. We 
manufacture pins, joints and safety 
catches and solder for every purpose. 


PAO ROIONOION 


113 Astor St., Newark 5,N. J. ~ 
New York « San Francisco « Chicago ae 























=< : : gold numerals on silver dial, $71.50 


! M WHAM WATCHE 
| Zeca! 








ls that any way to sell watches ? 












Gang up on a customer—force him to buy an unknown brand 
he doesn’t want? 


Decidedly not! Don’t toss a good customer after a bad investment. 
Let him buy what he wants—and make your full profit on the sale. 


A Hamilton will make him—and you—happier! 


HAMILTON WATCH COMPANY « LANCASTER, PA. 





CEDRIC—Grade 982; 19 jewels. 
14K natural gold-filled case. 18K 





two more 


SELLABLE 
AM ILTONS 


soe Tak aawural gold. for a FULL profit you can KEEP... 
filled case. 18K gold nu- fat ———— 


merals on silver dial, $60.50 
THE FINE AMERICAN WATCH 


With bracelet . . $66.00 
“<< a nee mma) =o] 
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Send them back to school | 


“Yop Jon ig Cassid) V 3 


exclusively by 


“ONLY ANSON can use “HOPALONG 
CASSIDY” in jewelry sales. 


Something Different in Dealer Selling! 


These are attention getting displays... BUT... 
they also do much more than display merchandise. 
These are selling units ... offering an interesting 
choice of appropriate Boys Jewelry ... right at 
the point-of-purchase. Designs no boy can pass 
by ... in quality gold plate and Sterling silver. 
Here is a sure fire—complete—carefully worked- 
out program with a real profit. SEND HIM BACK 
TO SCHOOL WITH HOPALONG CASSIDY 


g Anson Inc., Providence, R. 1. Anson Conado Iitd., Toronto, Ont 
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JEWELRY for YOUNG 


JEWELRY FOR YOUNG AMERICA by Anson. ¢ 





tion and address of your nearest Anson distributor. 





AMERICA 

















“Young America” is copying Dad 
. . . and ANSON, makers of fine 
jewelry for men, meets the de- 
mand! Here’s a complete new 
line of timely-styled jewelry for 
boys... AND... it’s EXCLU- 
SIVELY tied-up by Anson with 
fabulous HOPALONG CAS- 
SIDY ... the magic name in 
“boys’ selling” today. 


New Packaging! 


A gold embossed lariat “ropes” 
HOPALONG CASSIDY onto a 
rich, new saddle-leather colored 
box. A package a boy will save, 
and a high-test attention getter 
in the store. 


A New Display and 
Counter Vendor 


This handsome grained wood 
cabinet (with hinged glass top) 
holds 12 boxed, original designs 
of prime interest to boys. They 
are shown on cuff links; identi- 
fication bracelets; tie slides; tie 
chains; collar holders and key 
chains. 

Shown also are other window 
and counter displays that tell 
their own story to this big 
“Boys’ Market”, 


Your Anson Wholesale-Distributor has the Complete Story. 


See Him! or write Anson incorporated, Providence, R. I., for complete informa- 
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‘‘There’s an easier way to build store traffic’’ 


...the new Gemex ADVENTURER® expansion band 

for men will do it. This example of Gemex superior quality and fine 
styling has an extra “plus” for jewelers: ingenious, time-saving 
“self-adjusting” ends. Your customers will be seeing 

Gemex ADVENTURER advertising 
in their favorite magazines soon... 
so order your supply now. 
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ask your wholesaler for No. 550, 4 
The Gemex ADVENTURER, 
a $925 retailer, 
incl. 20% fed. tax. 


FINE WATCH BANDS 


Sold only through authorized wholesale distributors. GEMEX COMPANY © UNION, WN. J. 
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Rings enlarged to show detail 

















ANSI is cries pap 













\G\N leads 


in watchmaking 
techniques 










examPlE: When tiny precision tools are needed 
_ Elgin makes its own 
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An ordinary pencil point shows the rela- 
tive size of this tiny punch no larger in 
diameter than the width of a human hair. ' 





It takes a very special tool to punch a hole just forty-four ten- “Young people 
thousandths of an inch in diameter exactly in the center of a tiny will 20 for 

bushing. And this remarkable tool is made right in the Elgin plant. 
The dies which make the bushing are lapped with the greatest pre- 7 
cision to receive and guide a punch so fine that it resembles a human designs. : & " 






Elgin’s youthful 


Seqmdeee 


yw 


hair. Such work as this incredibly delicate grinding operation, pic- says ELLIOT LAWRENCE, / aS wok 

tured above, is entrusted only to Elgin’s own skilled craftsmen. whose orchestra is the new favorite 
This is but one of the thousands of tiny tools specially designed of the young crowd. 

and produced by Elgin to make Elgin Watches better . . . another Steta’s snndons stathen ten mated eapedl te 


reason why you sell greater satisfaction with an Elgin. fashion-conscious young Americans. It has 
made Elgin Watches the choice of many of 
America’s “best-dressed” men and women. 


Cet ELGIN Zee tele alla. mow ELGINS Ye you / 
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|S HIGH- STYLE 
BANDS ADDED TO 
FLEX-LET FALL LINE 


All Combine Beauty 
with Long Wear 











~~ 





The Flex-Let Fall line includes 
six of the smartest, highest-styled 
watch bands ever developed. 

Each band is the result of pains- 
taking research to determine the 
design-motif that fashion author- 
ities considered most appropriate 
for the coming season. 

Each band is executed with the 
extreme care for details for which 
all Flex-Let bands are noted. 

Two of the new bands are for 
women, four for men. 

Wherever these new numbers 
have been shown they have met 
with enthusiastic approval. Retail 
merchants and consumers, alike, 
applaud their modern originality. 





40,000,000 PEOPLE 
TO BE REACHED BY 
FLEX-LET FALL ADS 


Color Ads to Appear 
in Life and Collier’s 








Television Playlets 
Scheduled for 33 Cities 





Slated to be launched in time 
for retail jewelers to develop 
their biggest Fall band business 
is the most vigorous advertising 
campaign ever put behind Flex- 
Let Bands. 

Large space ads in color in 
Life and Collier’s magazines will 
spearhead the campaign. Televi- 
sion playlets will be broadcast in 
all major markets. 

For store tie-in, dramatic 3- 
dimension counter displays, news- 
paper mats and envelope stuffers 
are in preparation. 

















on loan, without charge, to an 





TRAVELING EXHIBIT PROMOTES BAND SALES 


Flex-Let’s traveling exhibit has produced thousands of extra band sales 
in jewelry stores wherever it has been featured. The exhibit is available 
retail jeweler. Write the Flex-Let sales 


ORD MARK-UP 
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LINE OFFERS 


































I90%—170% PROFIT ASSURED 





Helps Solve Problem 
of High Retail Store Overhead 





The Flex-Let Corporation has this month announced that 
its new Fall line will permit retailers a record-breaking high 
mark-up averaging 150-170%. | 

Doubly impressive is this news when it is realized that 
the new Flex-Let line includes bands of higher style and 


better quality than the line has 
ever before offered. 





Helps Solve Retailers’ 
Overhead Problem 


With this increased mark-up, 
many a jeweler can now more 
readily solve his problem of bal- 
ancing-out profits against rising 
selling costs. A realization of the 
retailer’s dilemma was an impor- 
tant factor in the thinking of Flex- 
Let executives when considering 
their Fall pricing policy. 


Flex-Let Efficiency a Factor 


Also a factor in this new mark- 
up policy was the improved pro- 
duction-efficiency with which the 
Flex-Let plant is now operating. 
Expanded facilities plus new, ex- 
perienced perso=sesdel ontrib- 
uted. manu- 

| 





Guy Lombardo on 
Flex-Let Television 







Current Flex-Let television 
playlets open with a unique tie-in 
between “Guy Lombardo, famous 
band leader, and Flex-Let, famous 
watch band leader.” 

Through this arre 
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Rings enlarged 
to show detail Combination Set 


DIAMOND RING SETS 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
»e-no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 
try of the Miracle rings. 


\ 


The Diamond Engagement and Wedding 


rings so ingeniously designed that they 
can be bought separately or together . . 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


See you at the ANRJA Show 
Waldorf-Astoria - August 14-17 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned...prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle” Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 
sc ceemeiedhinnlicicias thas 


234 WEST 39th STREET NEW YORK 18, N. Y. 





SHIMAN BROS. & CO., Inc. 


‘ No connection with any other firm 
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FOR TODAY’S LARGER ¢ WATCHES 


KOMFIT is truly the aristocrat of watch 
bands... thin as a dime, completely 
flexible, instantly adjustable to wrist size 

. with a finely spun stainless steel 
lining. It is remarkably comfortable the 


year round. 


Dependable, practical, handsome. 
KOMFIT—the finest name in watch 


bands —is America’s all around favorite. 


Lady KOMFIT 
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anh ut to retail at 
K800 1 /20th-12Kt. Gold Filled*.... $6.95 
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54 inch wide to retail at 


K801 1 /20th-12Kt. Gold Filled*. .. $15.00 
(yellow or pink) 


SK801 All Stainless Steel........ 6.95 


KOMFIT Standard 














Ww x Yy inch wide to retail at 
K711 1 /20th-12Kt. Gold Filled*. . ..$12.00 
(yellow or pink) 
SK711 All Stainless Steel. ........ 6.00 
Also available: 1 /10th-14Kt. Gold Filled* 
(yellow only) 
10 Kt.* and 14 Kt. Gold 


U.S. Patent Nos. 
2,015,308 
2,184,319 
2,333,048 


(yellow or white) 


JEWELRY’S NAME FOR QUALITY 





*Stainless Steel lined 


Prices on Gold-Filled qualities include Federal Tax. 


All Stainless Steel models are tax exempt. 


FORSTNER CHAIN CORPORATION, IRVINGTON II, N. J. 








//¢ Special Bulletin to All Jewelry 
| 
FREE SALES BROCHURE | ' 


TO HELP YOU SELL I 
MORE FINE |The 


Inside 
SWISS WATCHES Seaey of 


the Fine A 
Swiss 

| : ” Watch | 
This 30-page illustrated book- : 


let has been especially pre- 
pared by The Watchmakers of 
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Switzerland to increase your 
quality-watch sales. 
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ERE AT LAST is a simple, convincing explanation of the difference between a fine Swiss watch 
H and an ordinary watch. Written by Swiss experts, with the help of U. S. Jewelry and Horo- 
logical associations, this booklet explains the “what” and “why” of watch quality so that your 
customers can understand the advantages of buying a fine quality Swiss watch. 


And it’s more than just an explanation! With illustrations on every page, plus easy-to-understand 
text, “The Inside Story of the Fine Swiss Watch” sells up as it explains. It applies to all fine Swiss 


watches, regardless of brand, so it’s a perfect selling-up tool. What’s more, it’s a wonderful training 
aid for your entire sales staff! 


To give “The Inside Story of the Fine Swiss Watch” a proper send-off, it’s being featured in 
national advertising during July and August in both illustration and copy. Customers are directly 


told to ask to see this booklet at their jewelers. Be sure to have it on hand! It adds extra sales-pull to 
the famous slogan... 


For the gifts you'll give with pride—let your jeweler be your guide 
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The WATCHMAKERS OF SWITZERLAND 
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Stores Handling Fine Swiss Watches 


1's the most powerful quality-watch selling tool you can have! 
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The Escapement is the 
Heart of Your Watch 
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Easy to use! Both you and the customer read the booklet at the same time 
from opposite sides of the counter. Illustrations are large, clear and technically 
perfect—text 1s easy to read and to understand. 


Complete! The 30-page brochure covers the important parts of a watch, from 
tiny hairspring to the case itself. ‘There’s even a section describing the principal 
types of popular Swiss watches, such as self-winding watches, water-resistant cases, 
chronographs, chronometers, etc. 


Watch for mailing! “The Inside Story of the Fine Swiss Watch” will be 
distributed late in July to every retail jewelry store that sells fine Swiss watches. 
Each store is entitled to one and only one copy, which will be numbered and 
imprinted with store name. ‘This limited distribution is necessitated by the value 
of the brochure. You'll receive a special order blank and letter with full details as 
soon as these booklets are ready. 


COMING SOON! THE 1950 ““WATCH INSPECTION TIME” CONTEST 


Watch our ads in these trade magazines for this year’s big ““Watch Inspection ‘Time”’ 
Contest. It’s similar to last year’s prize-winning, profit-making, exciting contest— 
but it’s going to be bigger and better! Don’t miss it. Last year’s winners not only 
gathered in valuable prizes, but an increase in store traffic and business as well! 





The WATCHMAKERS OF SWITZERLAND 


yw Ms 
2 ivy 


FOR JULY, 1950 


This is how the 

booklet looks from 
the customer's side 
of the counter 
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Manufactured 
EXCLUSIVELY for the wholesale 
and jobbing trades since 1910. 
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Manufacturers of Gold and Platinum Watch Cases 
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Are You Getting 
All You Should , 
[f Not 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 








HONESTY (© ce 





DD) ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Far Above the Rest 
Down to Earth Prices 


One Caral leo Bifly Carats, those 
79 ee AL LEELA LL 
from OnE of lhe worlds largest 
collections .... the House of 
Diamonds ” fatulous avay of 
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Sore rare 





Jack ‘n Jill Jewels in this dramatic plastic stage 
setting will be a “show stopper” with your 
: trade. Designed and manufactured 


: by skilled craftsmen with 


Be ais 


= 


over a quarter-century of 
E experience. Write for 


samples of these and 


Oe 


ny 


our complete line. 





Represented By 

LEO ZUCKER — New York 

SiG HOROWITZ — Middle West 
FRED WHITNEY — Chicago 

BILL RICHARDS — South 

AL TRACHMAN — West Coast 


Sold Vhnough Leading Wholesalers Outy 





a: e an | om Om > umm |’ ls am Cone Om © En PROVIDENCE, R. |. 


MAKERS OF HARWOOD WATCH ATTACHMENTS, CO-STAR JEWELRY, JACK ‘N JILL JEWELS 
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TELEVISION 
COMMERCIALS 


ONE OF THE SERIES OF 


FEATURE LOCK 
POWERHOUSE MERCHANDISING AIDS 


See us at the Waldorf Astoria, New York (August 14 to 
17), at the Stevens, Chicago (August 27 to 31), and see 


these smart, sales-pulling television commercials. 


You will see these powerful aids at the 
conventions, too! 


MATS. The most complete selection you ever saw! 
DISPLAYS. Sparkling flashers to attract every eye-er, every buyer. 
ENVELOPE STUFFERS. Colorfully-treated FEATURE LOCK story 


that commands attention, impels action. 

BOOKLETS. “The Enchantment of Rings’’—an all-time best-seller. 
250,000 copies already printed, | 

RADIO SCRIPTS. A commercial for every need. 

RING BOXES. Makes a royal presentation for every 


man’s queen. Unique and tasteful in design. 
Now in a wide range of colors. 


T/RU TURE RING CO te. 


AUTHORIZED 


DISTRIBUTORS. 126 West 46th a ae New York 19, ee ea 
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STRAIGHT 
to the HEART 
of Miss 


"EALURE RING..CO. ING, 


126 West 46th St. 


New York 19, N. Y. 
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SOLD ONLY 
THRU 
AUTHORIZED 
DISTRIBUTORS. 
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takes the jewelry spotlight! 


NEW PERFORMER has appeared 
| on the jewelry scene. It is Stainless 
Steel. And it’s going to play a very im- 
portant part in the future of costume 
jewelry. Now it is possible to make pins 
... bracelets ... earrings . . . necklaces 
.. . and clips—as lovely as any woman 
could desire—as inexpensive as any bud- 
get could demand... non-tarnishing and 
as enduring as the precious metals from 
which our grandmothers’ jewels were 
made. 

There is no limit to the variety of ap- 
plications possible with this versatile 


AMERICAN STEEL & WIRE COMPANY, CLEVELAND - 


COLUMBIA STEEL COMPANY, SAN FRANCISCO 





NATIONAL TUBE COMPANY, PITTSBURGH - 
UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST - 


metal. For Stainless Steel Wire can be 
twisted or braided permitting the fabri- 
cation of many beautiful and delicate 
designs. And Stainless Steel Strip offers 
untold opportunities for the creation of 
many pieces of jewelry which ordinarily 
required the use of more expensive—and 
less satisfactory—plated materials. 
Both wire and strip are available in 
U-S-‘S 18-8 for jewelry making. U-S-S 
Stainless Steel Wire is produced in sizes 
from .005” up to .5” diameter — U-S:S 
Stainless Steel Strip in suitable gages and 
widths from a fraction of aninch up. Both 


wire and strip lend themselves readily to 
forming, to silver soldering and other 
modern fabricating methods. For intri- 
cately shaped pieces that are impossible 
or too expensive to polish by mechanical 
means, electropolishing can be used. 

For some time we have been furnish- 
ing wire and strip to those shops which 
have pioneered the use of Stainless Steel 
in jewelry and similar applications. If 
we can help you in developing its use in 
your designs we will be only too glad to 
give you the benefit of this experience. 
We welcome your inquiries. 


CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 
TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U°S°S STAINLESS STEEL 





SHEETS 


STRIP - PLATES - BARS - BILLETS - PIPE - 


TUBES - WIRE - 


SPECIAL SECTIONS 
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| This exciting, utterly new Angolano simulated stones in magnificent 
Creation has a powerful, two-way profusion 
sales appeal . . . the practical appeal Simulated stones are finest Aus- 
of self-adjusting expansion bands, trian Rhinestones. Your choice of 
| artfully combined with the high- stone colors, in any combination. 
fashion allure of brilliant, colorful eupencion Sends aro Chechen Se- 
ished with stainless steel backs. 
ee Order from your wholesaler, today. 
Sere cule ae ae? Or write us for information. 
oe A & S ANGOLANO, Incorporated 
es 861 Broad Street Providence, Rhode Island 
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Yes, something 
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IS happening... 


AND YOU'RE GOING TO FEEL IT | 
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RIGHT IN FRONT OF 
YOUR WATCH COUNTER! 


Hold everything .. . 
until your Gruen 


representative calls! 


THE OY erision WATCH 





© 1950 The Gruen Watch Company 
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Something Old . 
Something New . 


1951 sane for diamonds 
The NewJ95@ Setting... 
‘Way Ahead in Styling . 


An illusion with allusion 
to increased sales. 
How many of your customers have com- Pa 
plained, “The diamond looks so very small’? | Fr 
How many additional sales could you have 
made if the diamond appeared larger? 
Here’s a real answer to those questions— 
Here’s a designing feat that actually 7 
assures new sales. 4 
Kushner & Pines Inc. have taken the 
staple of the industry—the old fashioned 
6 pronged Tiffany setting—and so 
constructed it with an ILLUSION top that 
the smallest diamond appears large 
and costly! 
Ring of the Month we call it—Ring of 
the Century would be more in keeping 
with the potential of this exciting new 
business attracter. 

MEMBER 


Now! Watch this mounting transform Kuown for Quality sae | Ae 


the illusion of size to 
‘Kiic pi mounting ov \ 
l IES, Ine. Lo 








the reality of sales! 
of distinctive 


USHHCT & 











ESSA IEA BQO QUEz 
21 West 46th St., New ie 19 
Mats Available Nee SiS; Ors 
oatd of Trade 
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NATIONAL JEWELRY FAIR 


and Convention 


National Association of Credit Jewelers 
¢ THE STEVENS - CHICAGO 


AUGUST 27-31 





Lets face the fair facts! 


Choose your Fall and Christmas Merchandise from the largest number of 
fame-named lines ever assembled under one roof. Attend the dominant 
trade show of the industry with more than 285 booths and 100 sample 
rooms on three floors of The Stevens. 


THE RIGHT DATE TO BUY—LATE ... for your customer require- 
ments. 


Discover the know-how of successful jewelry store promotions.. adver- 
tising services that ring with proven results. 


Hear first-hand from top management how you can benefit from their 
national advertising campaigns timed to tingle your cash register. 


Inspect the endless variety of appliances and allied items. . . window and 
store displays to boost your sales. 


See the hundreds of lines at the Fair that never see YOU. 


Hear the industry’s leaders discuss collections... credits...sales and 
advertising plans at the one-day NACJ Convention session for all in 
attendance. 


SLEEPING ROOMS AVAILABLE 
Write The Stevens or Congress Hotel for sleeping room reservations today. 


All Jewelry Buyers are Invited... No Charge for Registration 
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SHUWCASE 
OF your jewelry 





Stimulator Hairbrush Container: Sparkiing transparency of re-usable Styron Jewelry Box: This exquisite container for beautiful jewelry has strong hinges and 
ressure fastener. Comes in two sizes measuring: 3” x 244"x 1” and 2'4°x1\4"x 5%”. 


rigid containers shows off your products and gives excellent protection. Molde 
and distributed by Pro-phy-lac-tic Brush Co., Florence, Mass. olded and distributed by Consolidated Molded Products Co., Scranton, Penn. 


aaa ee ee Sy See ae 


The Dow Chemical Company 
Plastics Division, SRC-9 
Midland, Michigan 


Please send me further information about Styron 
Rigid Containers. 






Dp your beautiful jewelry encased in the rich 
quality of transparent rigid containers made of 
Styron (Dow polystyrene). And, then, you will see 




















how the compelling sales appeal of these durable * 

. . a ° ee ° 99 ame Title 

Styron rigid containers attracts “buying” customers d AS Cannan 

to your jewelry products. ade 

Lightweight Styron rigid containers offer your cus- City State 
Products to be packaged 





tomers many advantages over conventional packaging 
materials. Important among these are complete 
product protection and that bonus value of RE-USE! 





fo oo owe om ow ew ew ew ew ee oe 
——— FT OS Sh TF 


In gem-like transparent or opaque colors, these hand- 
some Styron rigid containers can be molded to meet 
your specific requirements by qualified molders, or 
you can select a suitable container from a wide variety 
of low cost standard sizes and shapes. Plan to enrich 
the appearance of your product with these quality con- 
tainers. Write Dow today for complete information. 


Plastics Division, Dept. SRC-9 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


New York e Boston e Philadelphia e Washington e Atlanta « Cleveland e Detroit 
Chicago e St. Louis « Houston e San Francisco e Los Angeles e Seattle 


Dow Chemical! of Canada, Limited, Toronto, Canada 
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Its easy to sell LeSTAGE VEST CHAINS 


with the RAUROAD 
TWIST-LOCK ‘swivel 
} () fC —— 
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WEW/ Can't be pulled out of shape 
.... all links are soldered 


WEW / Can't pull open—screws into place 
1/20 12Kt. G.F. 


NOW ... LeStage presents the ‘’Twist- 
Lock’’, a completely different swivel that 


——" 


ee 


ee OS 


can’t bend, can’t pull open or out of shape. 
Combining the distinctive styling and sound 
construction which characterizes LeStage 
chains, the new “’Twist-Lock”’ swivel is 
more durable, more efficient than old types. 
Another feature that makes LeStage chains 
easy to sell. 
Also available in all Dickens and 


Waldemar styles 
e Ask your wholesaler about this 
fast-moving, quality line. 


: PRICED TO RETAIL FROM $6 TO $16 
MANUFACTURING COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
NORTH ATTLEBORO +$ MASSACHUSETTS A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS * BRACELETS * LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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also WATER-RESISTANT 
SHOCK-BILT 
ANTI-MAGNETIC 
MODELS FOR MEN 


AND LADIES FROM 
$39.75 to $225.00 





LLG 


Fine Watches Since 1868 
-1-Tel elt les mela 


OLLENDORFF WATCH CO., INC. 


20 WEST 47TH ST.. NEW YORK 19._WN_ Y. ALL PRICES INCLUDE 
FEDERAL TAX 


























D2039—Man's 3 
: A Diamond Wed- 
NPales H886 Wg R ding Ring to 


$63.00 $4.40 ° ») : : match, not jj- 
Center Diamond FJ) | lustrated $42.00 


well over 1/5 


caraft, 


M2074 D1022 
$47.00 $26.00 
& Diamond Set. 


M1020 D1030 
$24.00 $16.00 


& Diamond Set. 


$40.00 
PAIR 





M2072 D1018 

$68.00 $38.00 

6 Diamond Set. / PAIR 
Total Diamond 
Weight over .30, 


carat. / 


é 


M2073 D1043 \ 
$59.00 $39.00 ° 
6 Diamond Set. 
ON7-1 ae WA te of - hab 
dobd- | mare hT-Taslelile 
weight. 


$39.00 / nw ALL PRICES 
iF 4 KEYSTONE | 


™ $58 
M1039 D1058 PAIR 
$33.00 $25.00 
>, 


Mats and other promotional material~available 
Rings Enlarged to Show Detail 


Daud Sarhia, Vue. 


\ 
37 W. 47th ST., NEW YORK 19, N. Y. 
Leading Ring Stylist for More Than 
‘A Quarter Century 





THE JEWELERS’ CIRCULAR-KEYSTONE 









A jump ahead 
of all the rest 


LOOK 
INSIDE 





for 
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JACOBY-BENDER, INC. - 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 





- Capture a LION’S SHARE 
of Watch Band Volume 
with the new 


eee 
a NS 

Pe 

ar 

Ree 

ae 

T ons 

BES. 

et 

a ryt 

ne 

“sa 

S | : 


me? 

Lee 

a 

tay 

. = 

-¥4 

3 

“ 

% ey, 
5 ie 
si 

a 


Retail ” 


Fed. Tax Inch 


MORE GOLD 


for More Wear—More Sales! 


Like other J-B Full-Expansion Bands, these wate 
bands feature a top shell of precious 1/15-12 kt 
gold instead of the customary 1/20-12 or 10 kt. 


used in most other expansion watch bands!” 


FOLLOW THESE TRACKS 
for a Big Profit Deal on the new J-B Golden Trio 





has the BIGGEST assortment of Ladies’ 
ands with Quick-Change END-0-MATIC ENDS 


*U.S. and Foreign Patents Pending 


Y 3040 * 3054 iff SEX: * 3049 Tie) 6055 
$5.50 | ae 4 J $6.50 A $5.50 © $6.50 
Retail @ sf Retil pre Retail Retail eye Retail 


Only J-B has the Original 
END-O-MATIC END! 


FOR A WISE BUY 


} a @ The first end-attachment fo fit problems—but you still get the back te 
All Retail Prices all ladies’ watches! the end-attachment money! 


Include Federal Tax ' 
@ Aitaches to any size watch lug @ Makes it easy to sell 2 and 3 


As ba ve — “ a Amen ladies’ bands for the same 
as | 6044 Fs ey eee watch because anybody can 
= | she @ Ends your end-attachment attach the END-O-MATIC End! 
\f etal : 
& | | 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 





J-B Chases Consumer 
Buying Resistance with 


THE LOWEST RETAIL 
PRICES IN YEARS! 


@ No change in famous J-B quality! 


@ Fine J-B gold-filled Men’s Bands 

now priced as lowas.. . $550 
@ Gorgeous gold-filled Ladies’ 
$495 


Bands now retail from . 


Compare These Values! 


The J-B TRIUMPH not only looks like it’s worth more 
...it IS worth more by every jewelry standard. But 
J-B offers it at an irresistible low price to make it 
extra easy for you to sell customers who want double- 
value for their money. 


ORDER FROM YOUR WHOLESALER TODAY! 


6051—Full Expansion. Yellow, Pink, White 


°BPPIBBIPPBBBIBD S| ~~ sale 
7c ky 1% B * ee 


6345 —Combination Center Expansion with links. Yellow, White 


A Sensational Price Leader... 
THE BRAND NEW 


with the exclusive J-B MICRO-MATIC Springs 


$ E50 


Retail—Fed. Tax Incl. 


e Top J-B quality through and through! 
@ Fine 1/20-12 Kt. gold-filled top-shells! 
e Lifetime non-corrosive stainless steel backs! 


WIDESPREAD REDUCTIONS 
LIKE THESE: 


sacl $595 NOW 9499 petaii: 
was °62> NOW $559 po tait 


345 $695 NOW 25° 9 peti: 


*Federal Tax Included 


—2% TURN PAGE-FOR J-B DEALS’, 


# 
& 


Do A Whale 

A Business W 
These Easy-To-B 
Sales -Test 


- MAKE FINE WATCHES 
y LOOK EVEN FINER 


peace enenewve 27 (7977711) WEARER 





J-B DEAL NO. 8 


8 popular, fast-selling J-B Bands with teste 
play trimmed in genuine turquoise and blue 


1 each of Ladies’ Bands Nos. 6090, 6055, 
6065, 6045, 6039; Men’s Bands Nos. 7284 
RETAIL SELLING PRICE $6 

YOUR COST ; 


YOUR PROFIT 


Including Federal Tax 


HE Ni © 5} 4 c Al ia’ 
BANDS IN THE LAND 

















Do A Whale Of 
A Business With 


These Easy-To-Buy, 
Sales-Tested 





' MAKE FINE WATCHES 
) LOOK EVEN FINER 
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8 popular, fast-selling J-B Bands with tested dis- 
play trimmed in genuine turquoise and blue velvet. 


1 each of Ladies’ Bands Nos. 6090, 6055, 6057, 
6065, 6045, 6039; Men’s Bands Nos. 7284, 7287 


RETAIL SELLING PRICE ..... $61.90 
YOUR COST............. 25.50 
YOUR PROFIT ......... 36.40 


Including Federal Tax 








THE MOST BEAUTIFUL 
BANDS IN THE LAND 








ppJ\. ORDER THESE 
FAST-SELLING 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N.Y. i 












UNITS 
FROM YOUR 
WHOLESALER 


TODAY! 


[TO MAKE AFINE WATCH 
LOOK EVEN _4 


eee el le 


~ GOLDEN TRIO DEAL NO. 22 


Your stock won't be complete without these NEW 
additions to the J-B Line. Display is maroon velvet 
with lettering in ivory and brown. 


Includes 2 each of the GOLDEN CIRCLE, No. 6009 
—GOLDEN CHAMPION, No. 6007 and GOLDEN 
CHAMPION with Duo Finish, No. 6008. 


RETAIL SELLING PRICE ..... $57.00 | 
YOUR COST............. 22.50 | 


YOUR PROFIT......... 34.50 


Including Federal Tax 


J-B DEAL NO. 33 


8 Ladies’ Bands (round and square snake—full and semi- 
expansion); 4 Men's Bands full expansion. Display is 
Royal Blue trimmed with gray karess velvet. 


1 each of Ladies’ Bands Nos. 6050, 6056, 6345, 6038, 
3331, 3052, 3044, 3039. 


1 each of Men’s Bands 8605, 5001, 6006, 7001 


RETAIL SELLING PRICE..... $70.80 
YOUR COST............. 30.00 


YOUR PROFIT ......... 40.80 


Including Federal Tax 


... your guide to the finest Watch Bands! 
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it’s not only “how much’ but “how” 
that makes for real satistaction 
when you run a liquidation sale. It’s 
not only how much money (guaran- 
teed in advance by a cash deposit). 
but the manner in which Gordon 


Brothers conducts the sale that 


counts to a firm whose name counts. 
Recently we conducted such sales in 
Miami’s oldest jewelry store, Sutton 
€o. and in Syman Brothers, one of 
Denver’s most important. Were you 
to ask them or for that matter, any 
store we’ve ever handled, you'd get 
the same answer. If you plan to sell 
or to liquidate, for satisfaction in 
its broadest sense, call Gordon 
Brothers. 




















«== the oldest and largest firm of its kind in the United States 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, N_Y. 


[| CATALOGUE SENT UPON REQUEST | 
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Here’s a glamorous all-star cast of profit producers, 
hall-marked by DELTAH’S famous fashion flair and destined 
to make a big hit with your customer audience— 


assure you a long run of sales and repeat sales! 


Golden Opera Jewelry dramatically combines the soft 
lustre of simulated pearls with brilliant 1/20-14K Gold 
Filled links and chain surfaced with rich, enduring karat gold. 


Attractively dressed-up in sure-fire, sales-making gift 

cases, Golden Opera will be nationally advertised this Fall 
and Christmas in color pages featuring leading Metropolitan 
Opera Stars. So get set now—contact your wholesaler 

—ask him about Deltah’s Special Golden Opera Offer! 


s 








CONSULT YOUR WHOLESALER 


new 


AT BETTER CJ JEWELERS 


MDeltah 


SIMULATED PEARLS 


HELLER AND SON, Inc. 481 Fifth Avenue, New York 16, N. Y. 





MAGNITUDE 


MAGNIFICENCE 


TS 
Di E mounting that mag- 
nifies not only the size, but 
the beauty of the diamond. 
The patented Magniset 
mounting creates the illu- 
sion that the small center 
diamond, cleverly fashioned 
with a newtype reflector and 
sparkling border of flashing 
ea af : Rhodigem appears larger 
kd Ss Fae a —— "4 than it actually is and solves 
NS LY lf . : the jeweler’s problem of set- 
Wire tte ting a small diamond in a 
large top mounting to the 


greatest advantage. 


INETUET ET 


"ud 


GOODMAN & COMPANY 
Makers of Fine fewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 
TERRITORY OPEN PACIFIC COAST PLEASE WRITE 
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presents 
the KEY 


promotions 









of the year... 
at the 1950 
Jewelry Shows 















New York... 
ANRJA Show...August [3th to [7t 


4 Waldorf Astoria Hotel 
| FOURTH FLOOR... Parlors J.K.L.M. 


Everbrite offers you the goods 






you seek .. . at the profits you 
need ... in this period of high 


break-even point. 






| Chicago... 
| National Jewelry Fair 
August 27th to 31st... Stevens Hotel 


THIRD FLOOR...Rooms | and 2 A. COHEN | & SONS CORP 
27 West 23rd Street, New York 10, ¥. 







notes 
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This 

Universal 
Geneve 

Leader 

for 1950 

is already 

an established 
seller. 

A climate-proof 
automatic 

with sweep hand 
—an amazing 
value at $65! 
Now also in 
heavy 14 Kt. gold 
at $145 retail! 
Write for 





possible 
exclusive 
representation 


in your city 
OH#.S.W.A. 1950 
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- Lorger than 
_ actual size 









The , 


water-resista nt 
dust-resistant 
shock-resistant 








UNIVERSAL 


GENEVE 





40 hours of reliable time generated in a few hours 
of normal wrist wear. 


New, lightweight pendulum with jeweled bearing 


95D assures greater durability and efficiency. 


New, technically advanced, anti-magnetic 17- jewel 
accuracy movemenf. 


New, distinguished, super-protected GOLD-FILLED 
case—safeguards against normal watch hazards. 


New, pleasing design of hands and dial gives you 
visibility unlimited. 


Pin-point timing made possible by professional type 


sweep-second hand. 


Federal Tax 
INCLUDED 


CALL ELDORADO 5-6158 OR WRITE FOR NAME OF NEAREST DEALER 
THE HENRI STERN WATCH AGENCY, INC., 587 FIFTH AVE., N. Y. 17 


908 @@ @ 


In other words, a great new automatic watch $ 
and a wonderful investment at 
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SALESMAN WANTED 


FOR 


STATE OF VIRGINIA 





One of the oldest wholesale jewelry concerns 
has an opening for a high grade experienced 
salesman who has traveled in the above terrt- 
tory. We carry all of the leading lines including 


Hamilton Watches. 


All correspondence will be held in strictest 


confidence. 


Address replies to 
EDWARD SICKLES 


M. SICKLES & SONS, INC. 


Wholesale Jewelers for Nearly 100 Years 





906 CHESTNUT ST. PHILADELPHIA 7, PA. 
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COMPLETELY. DEPENDABLE 


4 


presenting a superb 
selection of 
novelty 
gift watches 


IHlustrations: Actual Size 


Bandbox on Chain Bracelet 
Lift the lid to see the time 


Book of the Hours Pendant 


(Shown closed and open) 


2 «Replica of Early Victorian Clock 


Multi-colored enamel 


CRAWFORD WATCH CORP. 550 Fifth Avenue, New York 19, N. Y. 
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In attractive package above 
No. 521 N/E 
























CREATION 


Low-Priced Jewelry 
Of RARE BEAUTY 
And Quality Workmanship 


You'll be quick to recognize the tremend- 
ous sales potential of this new line, as you 
compare the fascinating beauty of Scitarelli 
Creations with their incredibly low prices. 


Made of brass, yes, but beautifully finished, 
and in every detail of design and work- 
manship, you see beauty equal to finest 
lines in rare metals! Here truly, is a line 
of luxurious, “class-market’’ beauty, at sen- 
sational, ‘mass-market’ prices. 


ORDER FROM YOUR WHOLESALER, TODAY 


pf 

















riginals, Inc. 
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It’s the movement thai counts, 
be sure it's a 


SUTER DUAMATIC 59 
* First to give you real selfwinding perfection the Suter Duamatic 
provides 30% more winding power than all other selfwinders 
on the market. It winds itself in completely rotary motion with 
a minimum of arm movement. 

% New simplified timing by an automatic screw regulator facili- 
tates second adjustments, offers higher accuracy and depend- 
ability. 

% First automatic with the amazing new dual winding action in 
the popular price field! 
% The Suter Duamatic 59 is available in a large variety of smartly 


designed models, with standard or waterproof cases, in stain- 
less steel, steel and gold combined, and gold filled. 





Write for complete details, there may be a 


SEZESUTER DEALER’s FRANCHISE available in your area. 


SEE THEM ALL AT THE SUTER EXHIBIT © G6 © © 6 6 6 © 6 © @ 
FIRST UNITED STATES INTERNATIONAL TRADE FAIR - CHICAGO - AUGUST 1-20, 1950 


w 


SUTER WATCH FACTORY: BIENNE Switzerland 
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the Meuse of Fulails 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 


Jewelers from all over 
America know Goldstein-Gerson 
as ‘““The House of Fishtails” . . . for no 
one else has such a wide selection of _ 
mountings to fit every size diamond from 300 per —s™ 
carat to half carat. See this complete line of 4 
superbly crafted rings in various price ranges. . 
EEX es: 
PN. 


Be SO 


Every Popular Style and Size 
Every Popular Price You Need }ey 








EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 


— 


A. B. GRODMAN @— IRWIN GOLDSTEIN 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ 
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PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 








"STANDARD NOVELTY BOX CO., INC. 






385 Gerard Avenue, New York 51, N. y. 


Ss a | ” _ Chicago Office: 29 East Madison St., H. A. BREDEL, Representative 
Los Angeles Office: 448 So. Hill St., A. B. Pauisen, Representative 
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Tn the distinguished creations that 
bear the Seidman name, no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO) 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 4 
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- eSsions 





The most - 
amazing ofte 
ever made 

to the retail 
clock trade 








SESSIONS SUPER-MARKETER 


tiful knotty pine in smooth natural finish, com- 
plete with hardware. 


Here’s a “‘live’’ display that gets attention with light 
and sound, and sells clocks galore. 


One central plug-in gives soft illumination to 
clocks—operates the banjo and Westminster Chime 
models—with authentic Westminster Chimes every 
quarter hour. Customers just naturally stop, listen, 
look and buy! 


This Sessions “Super-Marketer” is in the form 
of a richly traditional New England corner cup- 
board, built by skilled cabinet makers from beau- 











Fecmamet by % 
Good Housekeeping 
or as ~~, 


<« Clocks 


THE SESSIONS CLOCK COMPANY, 


SELF-STARTING ¢ ELECTRIC 


FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchan- 
dise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 


46 


Mail the coupon today, and let us give you com- 


plete information on how you can get this mag- 
nificent ‘““Super-Marketer” on a big, profit-making 


deal ... with a no-risk, free-trial, o. 
money-back guarantee! 7 


> Customers will stop, listen, look . . . 
and buy when Westminster Chimes strike, 
melodiously. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
es 





The Sessions Clock Company 
Forestville, Connecticut 


Please send me all the details, without obligation, on your Sessions Clock Cupboard 
“Super-Marketer” deal. | understand this to be the equivalent of a handsome free 
cupboard display, combined with a profitable deal in clocks. 


Name _. “ 





Address... 








City 








My Jobber’s Name Is. 


Jobber's Address. 
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| Saint Peter's, world’s lo 
ciate gaa Round Christian church, adjointes 
| é : the Vatican at Rome, where 
people from all over the world 
ere gothering for this Holy 
Year of 1950. 

















he Everlasting Gift... 


a, medals, with sliding backs ae Yes, the everlasting gift for the children at First 
e%... for engraving. cg 


Communion time . . . or for the older folks who value 
the important things . . . the gift with lasting 
significance is a Catamore rosary or medal. 
Steady, year ‘round profits are yours when you 
carry Catamore religious jewelry. 


Catamore’s new selection of rosaries is now available 
in modern, hinged steel boxes, felt-covered and 


satin-lined. 


R330 Sterling. Boxed. 
Beads available in six 
colors. 


Write for our catalog, or ask your 
wholesaler to show you the complete 
line. 


CNTAMORS 


231 PINE ST., PROVIDENCE 3, R:. 1. 


New York 

Fred W. Marks, 373 Fifth Ave., New York, N. Y. 
Mid West 

Dick Showerman, 29 E. Madison St., Chicago, Hi. 





RSS Sterling. in vel- 
vet zipper pouch. 


East 
William Peach, 231 Pine St., Providence 3, R. |. 
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BY HIS TOOLS A 


SHALL YOU KNOW HIM... 





The individuality of a skilled craftsman is 
stamped in the tools he uses. So is his success tied 
in with his innate ability to use the right tools to 


do the right job. 


COLUMBIA DIAMOND RING Dealers are 
equipped with the right tools to do the right job 
—consumer acceptance built up with distinctively 
designed merchandising packages . . . dynamic 
newspaper mats . . . traffic-building promotions 

. striking point-of-sale displays . . . window 
stopping motion display units—tools geared to 
today’s demands for aggressive merchandising and 


forceful selling. 





Add to that radio and television programs that reach the eyes and ears of 50,000,000 
people every day . . . advertising in America’s top national publications . . . local news- 
paper advertising designed to make each Columbia Diamond Ring Dealer top man in 


his community—all of these aids are the right tools to 


do the right job. 
§ Sere) ee, 


Pos 


Yes, by his tools shall you know him and by your banlblit \ 


phaworip mirce 


tools shall you be judged. 


: 
‘Tat gam OF ® 








A Product of AXEL BROS., Inc. 
21-10 49th Avenue, Long Island City, N. Y. 


FOR JULY, 1950 49 





CHECK THE RECO 


Are your Diamond 
what they should 6 






CLAUSIN’S 


Registered-Insured 


W708 DIAMONDS 


Sell Faster and Easier... 










... help get many sales that 
otherwise go elsewhere -res.us.1m 


5, Of, y= aK Company 


‘MINNEAPOLIS SPOKANE 
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AGG == SERVICE FOR CREDIT JEWELERS 


Py) | =o THAT TELLS THEIR STORY 
IT SHOULD BE TOLD 


. . 
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Recently started. First offered to stores 90 days ago. Already being used by 150 retailers, many of them 


the most prominent in the industry. More being contracted for daily (exclusive to one store in a city). 


Those who have signed up tell us they have been waiting for years for a Service such as this. 


% Layouts, ideas, and human-interest illustrations of a character never before 
offered in syndicated form. Strong, promotional, eye-attracting. Designed to 





sell merchandise! 





% Scratchboard art work of the highest caliber, all done by us, for our own 
use exclusively. 





¥% A merchandising Service as well as an advertising Service. Merchandised 





by a thoroughly experienced alert staff, in daily contact with all leading manu- 
facturers — who closely cooperate with us. 


% Published six times yearly (every two months). Each issue contains approxi- 
mately 70 complete ads — a total of 420 yearly. Each issue _ illustrates 
approximately 265 individual items. 


¥% Mats supplied for every individual ad and merchandise illustration. Text 
supplied for all ads. 








Priced reasonably — within the budget of the average 





store. From the way contracts are coming in, the Service 
should be placed in many additional cities by the time 
this ad appears. If you wish to see copies of the first 


three issues — write or wire us. If your city is still open, 
our representative in your territory will show it to you, 
with no obligation on your part. (We cannot submit 


samples by mail.) 


()q- su the Soiee ot our fnath (No. f) at The fuselons — 
a The Waldorf, New Uouk Cote Auguit 14-17. On ot the 
Chicago Commendion Auguik 27-3 (Ath 304), Hetel Stevens. 











, 
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You’re looking 
at something 


NEW! 




















Intarsia¢y nail 





One of a newly created line 
of wood inlay electric clock face designs exclusively 


presented by 


HEDSTROM. 


P erhaps you never thought of rare woods as a medium of pictorial 
expression but the practical revival of the ancient craft of wood in- 
lay is exactly what Hedstrom has done. Rare woods from all over 
the world are used to provide these “intarsia paintings” for clock 
faces. Five distinctive patterns are available. Two mantle or table 
clocks ... one kitchen clock ...and two clocks ideally suited for 
nursery, game room, office or club. These depict game birds in 
flight or as illustrated a sailboat race. Such fine inlay craftsmanship 
has never before been available at popular prices. 
The precision-built self-starting Synchron clock movement by 
Hansen, time engineers for over a quarter century, guarantees sus- 
tained time keeping of every clock. Get the edge on competition... 
these clocks will make money for you... write us today for more 
details about this sensational NEW line. 


H e re | S T Tr @) iaal Intarsia electric clocks are price 


ranged from $30 to $40 and are 
A an 4 @) C 1 re | T Ee S manufactured by an organization 

| | Inc. with more than 35 years of wood- 
working experience. Makers of 


FIT-GAEBEURG, MASS. those NEW HEDSTROM eight-day 


clocks you’ve been hearing about. 
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STAFF KIT NO. 4A cog PEs 
en — log ss 
. 8 e wt} : . x Shy 
Per ES 
Ad tt bn % rit ‘ 
New Convenience! New Economy! Si St 8S 
° 1 ty, : , ee A? 
Saves You Time, Trouble, Money Eh NEN 
oe "Ny ~ - > ‘e 
In Your Repair Work! ss f3 NB 
" My 2 yo? 6 O& 
Right at your fingertips . . . 68 genuine, truly - : i . 
standardized Bulova Balance Staffs! Individ- es x ; 
‘ually packaged and factory sealed, they will na 
% 
& 


interchange with 97 Bulova movement models. 
Here’s new ease of handling to make your re- 
pair work easier, faster, more economical. And, 
most important, these staffs enable you to do a 
perfect job always—a job that means customer 


goodwill for you! 


The kit itself is designed to fit into a drawer of the 
standard watchmakers’ bench. Handsome leather- 
ette exterior protects contents. Contains guide for 
easy location of every staff. Length-11 16"; width- 
46"; height-13%". 


Order Now From Your Bulova Material Job , Pome 


BULOVA WATCH COMPANY MATERIAL SALES DIVISION - = 
WOODSIDE, L.1., NEWYORK ee ] 


Le OPKP CE COFCO 











© 000060 0 ORDERNOW! cocceccce 





SPECIAL MAIL-ORDER OFFER 
ON NEW BULOVA STAFF PACKET 













Tate 21 genuine Bulova Balance Staffs ee 4 

neatly and handily packaged in BULOVA WATCH eer, Beetesied ous Div. 

Tha plastic envelope. Each staff is |!  40-06A 62nd Street, Woodside, L. I., N. 
ae en individually packaged and is Please ship and bill through my Material Jobber ’ 

5 init Se soe easily accessible. A per fect refE ee Bulova Staff Packets at $5.65 each. | 

A 7 @ for New Bulova Staff Kit No. | (QUANTITY) 

+ ont ~ 7 4A (above). | 

, Buoy ron 3 I aces sasnscscnenscnnnnnersenssonnvenscnnnenconapansenstaTi 

| Ws : a AT ONLY Po ADDRESS... snscvvsnsvsnsnsntnscentvtnesnentnsecene | 

AY Mai $ 5 9 5 DD I aviciceccncocsnnstnittninemeciiatacaes STATE. ..--ccccccecccesee ' 

, | 

A yal ) MY MATERIAL JOBBER IS. .........0.....0.ccscssssscssseesseses | 

' 

BE svssseensaanencnsennnarnannenateonnnennasenteannnaunanneneaenannene 

Now“ CLIP AND MAIL NOW! | : 
= qmeeanee Ge eee Ee Se ee eS es =a ~—n ese oF orww—w = eee eee eer j 
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Colorful trout flies suspended in crystal clear lucite. 
Red, Green, Yellow or Blue flies. 


There is a bit of the outdoor sportsman in every 
man — the response to these Hayward trout fly 
items proves it. Make it a strike this season. Order 
through your wholesaler now. 














HAS HOOKED 
ON TO SUMMER 
SALES 





WALTER E. HAYWARD COMPANY °« ATTLEBORO, MASS. 
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Jewelers everywhere are saying 


(‘Ve never seen 
a clock sell so 


FASTand EASY 
























it’s setting Sales 
Records wherever ' 


it is displayed! 


Sas 


The new Jefferson “Golden Hour” 

r=¥ (-Yoi § g Col od (olod a o Vo tf on a0 4(- 10 MMe ME-T-) ot-10 18 (eo) o 8 
Customers have “taken to” its beauty... 
its new mechanical principle. They not 
only wonder how it works... but how 

the hands move at 2 different speeds. 
Its popular market price is sending 
feforore t= (0) elod Mod (ole) ama Zo) iv te el=y Mm LUNE sl-h am el-) (opel te 


J Wa abbr -foled(- Mm olotb lo) oled Mo CoA d-vattj tole moleteet 
paign is in process right now... 


pre-selling the thousands of 
customers waiting to buy a $ 
“Golden Hour.” Don't you 


miss this great profit potential 
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Order today from your wholesaler ~ 


Se Sea 3 
Re Seana eR 
ss: SS Sp 


JEFFERSON ELECTRIC COMPANY BELLWOOD, ILLINOIS 
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Set No. 6058 
To) 4-To ED To 010) 


Keystone 








xquisite as the evening stars... 










xciting as a warm summer's night... 


Miller’s dainty matched rhinestone sets will lend new 







radiance to your counters. 
She can wear them as necklaces or chokers — Miller’s new 






Parisian clasps adjust for any length. 
These smart earring and necklace sets (using the tiny “8 55 







with white satin lining. Sy 
/ 





SON A a, 












chain) come in modern steel hinged boxes . . . felt-coveres 
ned 


Waite for our new catalog 1 


te THE MILLER MFG. CO. + Main Office and Factory: 585 North Broadway, East Providence, ®.| 
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fashion * desig 
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Family Tray Unit #770 


SPECIAL DEAL 


8 GOLD FILLED 
BRACELETS & TRAY 


assorted for boys, 
girls, men, women 


Your Cost #5 OO 


Suggested Retail 
Selling Price 


987.15 1.1. ¢ 1/20 12K Gold Filled * Heavily Made * Hand Tooled 
¢ Finely Polished * Fully Guaranteed 


Now you can feature Elco gold filled Idents in Special Deal includes a Family Tray Unit fea- 
Family Tray Units. Elco Idents can‘t be beat. turing gold filled bracelets in a variety of sizes 
They’re ideal for every gift occasion. Elco’s and styles. Order Elco’s Special Deal now! 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 
302 Fifth Avenue, New York I, N.Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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There ARE other pens 









ut NONE COMPARES Wity 






































Sheaffer's Sheaffer’s 
Sentinel Admiral 
$1500 $500 
NO FED. TAX NO FED. TAX 

















Pt Sheaffer's 
rest Del 
$17 “ges Sheaffer's Sheaffer’s “—— 
stented tend Valiant Statesman NO FED. TAX 
$1250 $1900 
NO FED. TAX NO FED. TAX 


Sheaffer’s welcomes the existence of other fountain pens, for comparison only serves to make 
Sheaffer’s decisive superiority more apparent. No writing instruments in the world offer 
your customers so much for their money. Certainly no others present so pleasing an over-all 
profit picture to you. But in the light of loose talk and current eyebrow-raising advertising 
practices, it’s well to keep these facts uppermost in mind. Let others fight it out at their 
own level. Quality and visible value put Sheaffer’s in a place of honor it shares with no one! 


Here’s what you sell in the Sheaffer’s Line 


e Full-sized Point in 14K Gold — the © 16 Point Classifications for Every e Perfect Balance 
Only~Pen Point Metal that Lasts Writing Style e Sparkling Colors 
Forever e Spiral Finger Grip e Precision Craftsmanship 
e Exclusive One-Stroke Touchdown e Inner-Spring Safety Clips e Guaranteed Satisfaction 
Filler e Visible Refill Indicator e Unsurpassed Gift Packaging 
e Air-Seal “Screw-On” Caps e Beauty of Design e Complete Price Range 






HEAFFER. 


W. A. Sheaffer Pen Company, Fort Madison, lowa, U. S. A. In Canada: Malton, Ontario 





58 THE JEWELERS’ CIRCULAR-KEYSTONE 














COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 


Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy tarnish 
during test. Spoon “B,” protected by Pacific Silver Cloth, retained its original 


sparkle and luster under the same conditions. *Test 18035, March 23, 1950 
Nn | y Why should you carry Pacific Silver Cloth wraps? 


National advertising has made your silverware customers want 
Pacific Silver Cloth! It makes extra sales for you—profitable sales 
with a quick turnover. These popular wraps now come in two 





PACIHC 


° lengths, attractively packaged in a self-selling counter display that 
S) Ve r will create traffic in your store. Pacific Silver Cloth wraps help 
increase silver sales all along the line! 
( of H Why is Pacific Silver Cloth better than any other 
silver protection on the market? 


e.e 
D O S ; t | Ve y Only Pacific Silver Cloth keeps silver bright —tarnish-free —ready 


for use without polishing. Pacific Silver Cloth, by actual tests, out- 
performs all other types of protection—and it is effective for a life- 
D r eve Nn tS time. The Pacific Silver Cloth label is your customer’s assurance 
that she is getting the finest protection for her silver she can buy. 


Pacific Silver Cloth is never sold unbranded. 


S | Ve r How is Pacific Silver Cloth used? 


. 
ta r NM S h Suggest Pacific Silver Cloth wraps to line a buffet or serving table 


drawer. Silver can be stacked on it for easy use—or your customer 
can cut and stitch these wraps into bags or rolls to fit individual 


i d holl are. 
New visual Pacific Silver een men d . 2 vibe $1.10 18” x 31"+ $2.20 ——— 
Cloth Wrap display box uggested retail price—$1.10 for x ; $2.20 for x , 
makes wraps move right 
off the counter. 






_ awe a as eatin 


PACIFIC MILLS, Dept. R-7 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chest__, hollow ware 
bags__, place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 


| 
tive literature. 
| 
| 
| 
| 





Name 





Position Dept. 








Store 





Street address 





City Zone State 











Its PACIHC Silver Cloth 


MADE BY PACIFIC MILLS 


ee ee Se Se OO | | 
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OMEGA Automatic Family 
The gold-filled WATER-RESISTANT AUTOMATIC 





Thinnest water-resistant automatic watch in Customers everywhere will be quick 
the world. It retains the famous wafer-like slimness to appreciate the unique advantages of this fine 
of the regular Omega Automatic despite this new Swiss watch, coupled with Omega's fame for 
added utility feature of water resistance. unrivaled accuracy and dependability. 


In a handsome 14K yellow gold-filled Priced at $105 FTI with sweep second hand; 
case especially designed for all-around wear— $95 FTI with regular second hand. Both with 18K 
dress, business, sports. gold applied figure dial. 





Other Omega men’s and women’s watches from $60 FTI 





Ready now for delivery. Be sure you are well 
stocked. This new Omega watch nationally 
advertised is bound to be in strong demand. 














NORMAN M. MORRIS WATCH CORP. « 


bier ae! Inn 
‘Hig 


608 FI 
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MANAGER: Palladium wasn’t new in jewelry 
even when | started as a clerk. And that was 


20 years ago. 
NEW CLERK: How was it used? 


MANAGER: As the setting for diamonds in 
gold rings. 


NEW CLERK: | see, it doesn’t make sense to 
set a perfect white diamond in anything but 
a white metal. 


MANAGER: Right, so instead of setting dia- 
monds in gold, ring manufacturers chose palla- 
dium. A very logical choice, too. For palladium 
is one of the six members of the platinum fam- 
ily of precious metals — platinum, palladium, 
rhodium, ruthenium, iridium and osmium. It is 
naturally white and it stays white. Moreover, 





it is strong, and holds diamonds very securely. 


NEW CLERK: Do gold rings still have palla- 
dium settings for their diamonds? 


MANAGER: Yes, that particular use of palla- 
dium has been going on for over 25 years now. 


NEW CLERK: Lately, though, I’ve become 


more conscious of all-palladium jewelry. 


MANAGER: That's because more and more 
manufacturers are recognizing palladium as a 
jewelry metal in its own right. Today, we're 
handling a full line of all-palladium pieces in- 
cluding rings, brooches, ear-clips and pins. 


NEW CLERK: Well that’s as it should be. 
After all, it is a sister metal to platinum. 


JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


p A | | A [) M:? PRECIOUS METAL 
FOR FINE JEWELRY 











PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Sisreet, New York 5, N. Y. 
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TWO GREAT NEW 


HEAVY FALL-WINTER ADVERTISING 
° STARTS IN SEPTEMBER! 
LIFE Double Spread Opens Big Ad Drive! 


Camfield’s fall campaign provides dealers with arresting 
mass-circulation advertising which produces at the point of 
sale. Counter and window displays and ad reprints, which 
are FREE, enable dealers to tie-in their stores directly with 
the heavy advertising. The campaign starts with a command- 
ing double-page spread in LIFE in September and continues 
with hard-hitting ads at frequent intervals through September, 


MONEY-MAKING 





October, November and December in the fol- 


lowing big circulation magazines: 


LIFE... four ads * SATURDAY EVENING POST... six ads 
BETTER HOMES and GARDENS... four ads 
NEW YORKER... seven ads * NEWSWEEK ... seven ads 
BRIDES’ MAGAZINE .. . two ads 
MODERN BRIDE... one ad 
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BLUE RIBBON APPLIANCES BY 


CAMFIELD 


Program Includes Local "'Co-Op,”’ Television, 
Point-Of-Sale Advertising! 

Camfield supports its dealers with local advertising and 
point-of-sale merchandising programs. There’s a new co- 
operative advertising plan, a program for the television 
markets, free counter displays and ad reprints for point- 
of-sale tie-ups with the national ads, free direct-mail liter- 
ature and catalog pages. 


BLUE RIBBON 
APPLIANCES 
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10-PIECE 
TOASTESS SET 


Toaster, Beautywood Tablette, 
4 midnight blue serving plates, 
4 Chinese gold coffee cups. $32.95 


of my end me you 
y Nearest Camfj 
Name 


Address 


City ee 




















DIAMOND DIGEST 


SELLING DIAMONDS 


Many jewelers Arnstein Bros. and Co. 
has been privileged to serve for 
years report increased sales of 
larger sized diamonds, that is over 
one carat. This is not surprising. 
For those merchants carry, at all 
times, adequate assortments of 
smaller—sized stones that are usually 
bought by the average customer. At 
the same time, those jewelers con- 
Sistently promote diamonds. Asa 
result, people know where to go fora 
diamond—-large or small-—- and receive 
good value for their money. 




















Obviously, though, the average mer- 
chant cannot-——and need not-—-carry a 
wide assortment of larger diamonds. 
Yet this should not hamper him from 
making sales when he receives calls 
for stones not in stock. Like 
hundreds of our customers, he need only 
pick up a telephone or use our direct 
wire service to place an order, and 
whatever he needs will be sent him the 
same day. Thus he is able to satisfy, 
with maximum speed, any special 
requests he may receive. 








But the ease with which diamonds can 
be obtained from us should not make 
jewelers feel that they can carry 
incomplete stocks of all types of 
diamonds. Such a policy is sure to 
result in loss of many sales. A cus-— 
tomer who wants to buy an engagement 
ring that retails under $300 expects 
to see an adequate assortment of 
diamonds already mounted from which he 
can make a choice. On the other hand, 
he is usually understanding if a 
jeweler cannot show many higher priced 
stones and has to order a selection-——- 
provided the order is filled promptly. 


In this respect, we are in a posi- 
tion to offer a jeweler maximum 
cooperation. Whether he wants a large 
stone——or he is replenishing his 
popular priced diamonds-——he can be 
certain that Arnstein Bros. and Co., 
with their world-wide source of supply 
and their expert assorting and servic— 
ing, are well equipped to meet any of 
his requirements, promptly. No wonder 
so many merchants tell us that they 
made many a sale because they received 
the right Arnstein diamonds, at the 
right price, and at the right time. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS’ 


T was just like a military parade. 

The band played martial music 
and the Colonel spoke briefly. 

A military display about the Uni- 
versity of Cincinnati’s R.O.T.C. in 
the Richter Jewelry Company’s win- 
dow was wired for sound. A band 
played and Col. Fred Dixon, UC as- 
sociate professor of military science, 
gave a talk. 

The record repeated itself every five 
minutes. And that’s just what it did 
at 2 a.m. one morning until Charles 
Richter, company president, could be 
aroused from bed to shut it off. A 
short circuit, police agreed. 

It was appropriate, anyway. Armed 
Forces Day dawned the next morn- 
ing. 

> © 

F Neen YORK jeweler who passes 

his summers at Saratoga never 
played the horses at that famous spa 
and equine center but when his avia- 
tor-son returned from his honey- 
moon flight around the country, 
things changed. He mentioned to his 
son that he would like to go to New 
York to see a famous stone, “The Blue 
Gem,” on exhibit at a jewelers’ con- 
vention there. So his son suggested 
that they fly down. 

When they returned to Saratoga, 
his son persuaded him to attend the 
races. The jeweler reluctantly went 
along and vowed that he wouldn’t 
place a bet. However, at the track, he 
spotted a horse whose name attracted 
him. He left his son and daughter-in- 
law for a few minutes, placed a bet, 
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and returned to watch the horse romp 
in a winner with big odds. It’s name 
was “Blue Gem.” 

The jeweler went home with a 
pocket full of change but he still 
hasn’t changed his habits about bet- 
ting on the nags. 


> © 


HILD Bride? 

A Fifth Avenue Jeweler re- 
ceived a letter from a lady that shook 
him a bit: 

Dear Sir: 

I would like to have the pearls re- 
strung which my husband gave me 
for my wedding 13 years ago. My 
daughter is getting married this June 


and... 





Something to Think About 


AUTOMOBILE 
INSTALLMENT CREDIT 


3,149 





MILLIONS OF DOLLARS 
TAN 









DEC. DEC... , 
1941 1945 1946 1947 1948 1949 


SOURCE: FEDERAL RESERVE BOARD 
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FE learned from the Veterans 

Administration that a couple 
of veterans wounded in the Battle 
of the Bulge in 1944 are proving 
that disabilities are no handicap in 
running a successful business. 

The two ex-soldiers, Bill Barber 
and Walter Renick, both 25, have 
established a watch repair and jewel- 
ry store in Berkley, Mich., a small 
town near Detroit. They met in an 
army hospital in 1946 and from that 
time planned to go into business 
together. Upon discharge from the 
hospital, they studied under Public 
Law 16, the Vocational Rehabilita- 
tion Act for disabled veterans. They 
opened their store last fall. 

“Business is good,” Barber stated, 
“and with people coming in, exchang- 
ing pleasantries, it makes Walt and 
me forget our wheelchairs.” 


Good Luck, Bill and Walter! 


o © 

HE Good Old Days: The 100- 

year-old Stinson Jewelry Store in 
Camden, Arkansas, came up with 
some century-old advertising copy 
that makes for good light summer 
reading. The first year of business, 
copy in the Ouachita Herald read: 
“Just received, consisting of late style 
eardrops and hoops, rings, pins of 
various patterns (some very pretty 
for daguerreotypes), cuff pins, 
chains, collar and sleeve buttons, gold 
pens, etc. Also on hand a large as- 
sortment of violins, accordions, 
flutinas, banjos, and numerous other 
instruments. Fine pocket and Bowie 
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THE JOYOUS NEW PATTERN! 


)  @AASAY ANOTHER “FIRST” BY 1847 ROGERS BROS, 


bc 4 ; 
at Sr, bh CS 








It’s the NEW thing to own! 


“Daffodil” is the first completely different, 
uniquely fresh pattern in the silverplate field. 








One that literally wins women on sight! 


In a special “pre-testing” among women, 
“Daffodil” got twice as many first-choice votes 
as did two well-established patterns! 


And “Daffodil” will be presented in the biggest 


announcement campaign in silvérware history ! 


Just look at the national magazines to be used 








in announcing “Daffodil” through four-color, 


full-page ads for three months—starting Septem- , 
ber! LD 













Life « Look ¢ Country Gentleman 


Ladies’ Home Journal (double-page 
spread in October) Seventeen 


Modern Romances « Modern Screen 
Screen Stories « Movie Story 
Motion Picture « True Confessions! 


What’s more, there'll be ads in MODERN BRIDE \\ea ae 
and BRIDE’S MAGAZINE to help you make “Daf- \ 
fodil” the new thing every bride wants to own! SS 


[847 Kogers Bros. 


It's the NEW thing to sell! 


Whether “Daffodil” gives you the biggest sales 
you ve ever enjoyed in this fall season or in any 
coming season depends upon how much and 
how well you promote it. 


How much you advertise it! How much win- 
dow space you give it! How much your sales 
people get behind it! 

We’re giving you the on-the-spot promotional 
help you need . . . newspaper mats for your local 
papers... radio messages for your local station 

. window displays . . . counter displays... 
everything necessary to make sure women in 
your home town remember you when they hear 


’ about and want “Daffodil? 


Make FULL USE of these aids. If you do, 
“Daffodil” can become not just the new 
thing to sell, but the big thing to sell for you. 





AMERICA’S FINEST SILVERPLATE 
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knives, pistols, all kinds of brushes, 
rtmanteaus, purses and divers other 
fancy goods. Stationery, fine per- 
fumery, and any quantity of clocks 
from $2.50 to $30, for which sub- 
scriptions will be gladly received.” 


o © 


HERE are the resolutions of 
yesteryear? May 29, 1930, 
Utica, N. Y.—A resolution to refuse 
to buy shirts with buttons attached at 
the neck and cuffs was passed yester- 
day at the convention of the New 
York State Retail Jewelers’ Associa- 
tion here on argument that shirts 
with holes for cuff links and collar 
buttons will better promote the 
jewelry business. 
(From “Twenty Years Ago Today” 
in the New York Herald Tribune.) 


© © 
WE reprint the following letter, 


received by a jeweler, in its en- 
tirety utterly without comment: 
Dear Mr. K ---- ; 

You have been very understanding 
in my payments that have been slim, 
yet not neglected. However some- 
thing unforeseen turn up Wed. that 
will make my next couple of pay- 
ments difficult to meet. I had been 


suffering back and mid section pains 


Regal 
( 





for a weak before I visited my doc- 
tor. When I visited him Wed. he told 
me I was suffering from inflamtion 
of the glands etc. and told me I 
couldn’t go to work until he seen fit. 
Therefore he started me with Peni- 
cillian shots and told me to get plenty 
of rest. That hurts me both physically 
and financely—(Poor spelling eh?) 
If there’s one thing I hate, it’s to get 
behind in my bills. Please bear with 
me Mr K - - - - until I can once again 
resume my regular payments. 


Thank you 
R--- G--- 


Please send self stamped envelopes 


© © 


WE are supposed to write this 

column “in a light vein” (what- 
ever that means), but every now and 
then something serious creeps in: 
an article, a bit of advice, or another 
mite of information that we feel 
should be passed on to our readers. 
This month we have an item from 
Detroit where a jeweler has taken 
away some of our steam in the 
writing game. Percy K. Loud, pres- 
ident of Wright, Kay & Co., wrote a 
tribute to the new Veterans’ Memor- 
ial Building that is not only a touch- 
ing dedication to our war dead but 
a further proof that our way of life 








Jowelyz 

















Boy, am I—hic—losing weight! 
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is a good one. The article first ap- 
peared in the Detroit Free Press and 
was later reprinted in booklet form. 
It is now in its fifth edition in less 
than 30 days. 

One of the things that strikes us 
particularly about Mr. Loud’s book- 
let is not mentioned at all, but it’s 
there—and that’s his interest in civic 
affairs, in the life of the community. 
It is—or should be—a part of our 
way of life. We should all do our 
best to take an interest, however 
small, in the things that have made 
our country great. Think of your 
prestige and that of your business; 
think how powerful your voice can 
be! 

It was free enterprise that built 
this Memorial Building in Detroit 
and the interest of that free enterprise 
in the community. Let’s make it our 
job to keep it that way. 


© © 


ISPLAY Note: 

A Boston jeweler attracted lots 
of attention to his store and em- 
phasized that all-important fashion 
angle by mounting fashion jewelry, 
necklaces, and earrings on colored 
pages from Vogue, Harper’s Bazaar, 
Town and Country, and other leading 
magazines of the style world. 


© 


URIED Treasure is always fas- 
cinating. Our Philadelphia cor- 
respondent sent us a report that had 
him nosing around that city’s streets 
for a time. “Sixty paces down from 
13th & Chestnut and 5 paces East” a 
treasure awaits the lucky person who 
finds it, read the old piece of parch- 
ment, its edges worn and oxidized 
with age. 

He followed the instructions care- 
fully and found the treasure chest 
half-buried in the sand and overflow- 
ing with tiny, sparkling gems. In a 
clear lake nearby, he could see the 
fish swimming languidly in its water, 
its bottom covered with gracefully 
curling sea sponges. Palm trees waved 
invitingly along its edges. 

Our correspondent was just about 
to settle in this paradise for life when 
he bumped his nose into a plate glass 
window. It turned out to be Fred J. 
Cooper’s Jewelry Store at 109 S. 13th 
St. in the Quaker City whose window 
display has been one of the greatest 
drawings cards he has ever had. 
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now completed! Wright Kay's new 


China and Crystal Dhop 








You are cordially invited to visit our new- 
est department. We will be pleased to show 
You our outstanding collection featuring the 
finest names in imported and domestic china 
and crystal. You will fad boeh modern and 
traditional patterns in a delightful setting. 


WRIGHT. KAYE @ 


4500 GJ00DWARD AVENUE 








Although small, the 
new Wright, Kay 
china - glassware de- 
partment is given 
depth and distinction 
by the clever use of 
color. Shadow box 
arrangement gives an 
air of individuality to 
each pattern shown. 


‘I. we had more space we could do a better 
job of display merchandising,” is an alibi too frequently 
used by jewelry store owners. Wright, Kay and Com- 
pany of Detroit have proven in their new china and stem- 
ware department that the space problem can be solved— 
even transformed into a merchandising asset. The man- 
agement believes that their compact, well lighted china 
and glassware section, reinstated after almost three 
decades because of customer requests, is suited to the 
firm’s profit pattern because it follows three general prin- 
ciples which have contributed to the store’s long history 
of successful merchandising. The department contributes 
to the company’s well-established reputation as a leading 
and completely stocked jewelry store; unique furnishings 
allow for the display of a quantity of items without de- 
tracting from the high standards of merchandise; and it 
lends itself to both institutional and merchandising type 
newspaper advertising. 
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0-ordinated Merchandising, 





In contrast to most china and glassware departments 
which stress quantity at the expense of variety, Wright, 
Kay’s point out that they are able to give the customer a 
large selection and maintain an atmosphere of individu- 
ality for each fine piece. This is accomplished by using 
108 shadow boxes, 14 by 12 inches each, for the separate 
arrangement of each item. Indirect lighting spotlights 
each article, attracting the customer’s eye to the indi- 
vidual merchandise, rather than giving them the impres- 
sion of a great display of unrelated merchandise. The 
wall boxes have cedar frames which also help to con- 
tribute to the “set-apart” appearance. 

Mrs. Dorothea Zuber, the buyer for the departinent, 
cannot definitely determine how she conceived the idea 
for the individual boxes, but she believes that her mer- 
chandising policies in the crystal and gift departments 
were partially responsible. Everything in her department 
is done with eye appeal as the motivating force. To avoid 
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Successful Pattern for Tableware Sales 


by MARGARET HAYES 





New department was 
introduced to Detroit 
business people at a 
preview tea. Doro- 
thea Zuber, manager 
of new department, 
and Donald Brown, 
treasurer of Wright, 
Kay, are shown here 
with Alvin Macauley, 
vice-president of bank. 








China and Crystal hop 


We're sure you will be delighted with our unusual new 
department, and with our collection of outstanding china ; 
and crystal, both domestic and imported. Whether you 


a stereotype appearance which too frequently exists in pele concthing codem, os the wndiszas, 2 wil be 
| ‘ ‘ m simple to choose just the right patterns, in @ pleasant, 
departments where a great deal of merchandise is dis- ushumed background. 


played for selling, patterns are arranged with variety, not 
relationship in mind. In the china and stemware depart- 
ment, the grouping of a figurine, a stemware setting, a 
service plate and a china setting in adjoining shadow 
boxes, tends to make the customer study every article 
separately. 

Another unique feature introduced into the department 
by Mrs. Zuber is the china rack. In contrast to the gen- 
eral practice of placing the dinner plate behind the salad 
and bread and butter plate, she has used a rack which 
features only the dinner plate for display. If a customer 








wished to see the complete setting, a salesperson may aaa ona 
reach behind the dinner plate to get the smaller pieces. we teak, tow etna 
Mrs. Zuber believes that a dinner plate shows a china TT Tate 

pattern to better advantage if the design is not covered WRIGHT. KAYE-@ 





OWARD AVENUE 








(Please turn to page 101) 
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Dame Fashion is not always the fickle creature she’s reputed to he— 
and this more often works out to the advantage of the jeweler. Here 


are some summer “hits” that merit repeat performance for fall. 











Summer Fashions 


For “‘Carry-Over’ Promotion in the Fall 


by WINIFRED PARKER 


A TOUCH of velvet is the fashion signature 
for the summer of 1950! This pretty fashion has special 
interest for jewelers for it is destined to carry its soft 
elegance into the important fashions for fall. 

We might call this a story of “carry-over” fashions, for, 
besides the repeated interest in velvet, we have news from 
Trifari and Walter Lampl of jewelry creations of such 
high success they also will repeat star performances into 
fall. . . all of which should prove that Lady Fashion 
knows how to hold onto a good thing and is not the fickle 
creature we are sometimes led to believe. 

All jewelers are aware of velvet as a perfect background 
for displaying jewelry. It is used constantly in showcases, 
jewel-boxes and for all types of displays. Sparkling dia- 
monds shed showers of radiance against velvet as a back- 
ground foil, precious metals gleam with shimmmering 
perfection against its rich depth, and artistry in jewelry 
design is revealed in exquisite detail. 

Women are aware of the subtle flattery which velvet 
gives to their own beauty and this is the best reason for 
its continuing fashion importance. They are not aware 
of the scope of its importance in relation to jewelry. It is 
up to the jeweler to twist this fashion to his own purpose 
and to use it as a selling medium both in mid-summer 
and in autumn. 

Let us look at the many ways velvet is being used in 
the fashion picture and dress it with a variety of jewel 
interest. 

We find dresses of pure silk unexpectedly shadowed in 
velvet. Perhaps a horseshoe neckline is outlined in velvet 
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or a slim panel of velvet cascades surprisingly down the 
single side of a skirt. We suggest that such a neckline (it 
really is shaped like a horseshoe!) be decorated with clips 
of delicately scrolled gold, with pearl clusters, or with 
multi-colored jewels. Another interesting jewelry possi- 
bility for such a dress is a lavish pin, preferably mobile, 
such as swinging strands of pearls intermingled with gold 
to center the interest upon the velvet panel at the waist. 

A black velvet ascot tie and velvet belt form a smart 
accessory twosome with suits, coats and give dramatic 
accent to light colored dresses. This combination has 
ultra-smartness when pierced with twin dagger jewels 
which accent their matching loveliness. The daggers 
shown in our fashion picture are by Trifari and are twin 
streaks of brilliant rhinestones. The shaft of each dagger 
is a pavé of brilliants topped by glittering baguettes and 
proudly designed as a royal crown. This Crown Dagger 
goes a long way in insuring the popularity of bar-pins. 

Another Trifari creation which has proven so successful 
it will carry-over for fall fashions is an exquisitely formed 
leaf encrusted with sparkling rhinestones. Again we have 
a pavé of brilliants forming the body of the leaf, the 
veins are delicate threads of precious silver, and the curv- 
ing stem is formed of radiantly graduated baguettes. 
These leaf pins come in graduated sizes and can be rec- 
ommended to customers in sets of two or three. We show 
two of them in graduated size decorating a velvet handbag 
in our fashion picture. The versatility of these pins, and 
others like them, can be played-up and used as a selling 

(Please turn to page 107) 
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Vacation Time js 


N. jewelry store has a better salesman wedding promotion of the year comes up just about now, 
than young Mr. Cupid! As a matter of fact he was re- In planning a bridal window or a series of bridal win. 
sponsible for an average of 44 per cent of total retail dows, be sure to include all the possibilities for merchan. 
jewelry business in 1949—figured from the JEWELERS’ dise promotion. Your diamond wedding and engage. 
CIRCULAR-KEYSTONE nation-wide survey. Among jewel- ment rings are of course your most important feature, 
ers all over the country, 17.1 per cent estimated the per- but the more that you can make your store known as a 
centage of their annual sales directly connected with center for bridal services, the greater will be the oppor. 


weddings at 50 per cent and 14.9 per cent at 60 per cent! 
Only five per cent estimated their volume of wedding 
business as low as 10 per cent. Such substantial per- 





eet 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYs 


centages of yearly business call for very special attention Material Source 
. oe - i l ispl 
in the way of display and merchandising features. eee Seen: Senn , 
_ eer Cardboard for making hearts ....... Stationery store 
Such figures would also indicate a distribution of White satin for covering hearts...... Department store 
wedding business throughout the year—not just concen- Lace edging for hearts............. Department store 
trated in the bride’s month of June. Actually June still ow ee ta Pyne Department store 
has an edge ovgr the other eleven months when it comes << — ae a Florist 
to setting the date—12.4 per cent of the year’s weddings senna CE eee Make of paper 
took place in June last year, but August ran a close Copy ribbon and cards............ Show-card writer 
second with 10.4 per cent—with May and September the Wedding Gift Disply 
next two in favor, both over 9 per cent. So, unless you — Gift Book................ a tgam writer 
: ° ° ° PE ty: Me nk PE ae ee ea SS orist 
find that in your own particular community custom dif- etna aad ..........t. Dunant ane 





fers widely from the rest of the country, the second big 


Gifts for members of the bridal party are suggested in this display accented by white satin-covered hearts. 
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Wedding ime, Loo 


August runs a close second to June as the most favored wedding month with 


many young couples waiting for vacation time to tie the nuptial knot. Don’t 


overlook this important bridal market in planning your summer promotions 


by VIRGINIA DIXON 


Large bride's gift record keynoted this window display of varied gift suggestions. 











tunity for selling diamonds. If you have or can establish 
a bridal gift service—where a record is kept of the girl’s 
choice of silver and china patterns and the items pur- 
chased by her family and friends so that duplication is 
avoided in the selection of gifts—you have a sure-fire 
merchandising plan to promote. If you do have such a 
service, be sure to feature it in all your wedding windows 
and give it prominence in some way inside the store too 

. a bride’s corner if you can possibly spare the space. 

Be sure in your windows and case displays to feature 
in addition to the silver, crystal and china gifts for the 
bride, good selections of smaller items for ushers’ and 
bridesmaids’ gifts, costume and gold jewelry, compacts, 
cigarette cases, wallets and similar items. Also feature 
selections of jewelry for the groom’s gift to the bride and 
her gift to him. These aren’t always thought of, but they 
are customary and nothing could be more suitable than 
a fine piece of jewelry. 

Wedding displays should look fresh, pretty and suit- 
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ably “bridal” in appearance, but can be quite conven- 
tional in the choice of materials and decorations. A white 
background if you can manage it is always good for such 
a window. Blue is considered the bride’s color and blue 
and white are both flattering to diamonds and silver. 
White and fresh summer green also makes a pleasing 
color scheme, especially if flowers and foliage are part of 
the decoration. Orange blossoms, lilies of the valley and 
gardenias are the most generally used flowers, but any 
white flowers are quite suitable. Bunches of white daisies 
would be especially pretty and fresh looking for a sum- 
mer wedding window. Tulle or lace veils, white or silver 
paper or papier mache bells, tiny wedding cake figures 
or the whole bridal party in miniature paper figures are 
some of the other decorative items that can help to make 
your wedding displays appealing. 

For the wedding jewelry display sketched, heart shapes 
cut from heavy cardboard are lightly padded and covered 

(Please turn to page 103) 
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This sign at 
entrance of 
silver exhib- 
it indicated 
the theme of 
the display. 





Library Silver Exhibit Sets Pattern 
Kor New Promotion Idea for Jewelers 





The silver exhibit at the Mount Vernon library drew a steady stream of visitors of all ages. 


A NEW and effective kind of exhibit re- 
cently initiated by the Public Library in Mount Vernon, 
N. Y., set a pattern that could well be taken up and used 
by other communities and its jewelers with equal success. 

Like any small town library interested in building up 
its facilities to the local townsfolk, the Mount Vernon 
library saw in the 1950 Silver Parade sponsored by the 
Jewelry Industry Council, an opportunity to draw the 
public through its doors to see an exhibit of silver and 
thereby acquaint the townfolk with its books on the his- 
tory and use of silver as well as the other conveniences 
it had to offer. The Council, seeing in such an exhibit 
the possibilities of a plan that could be copied in many 
other communities, not only for silver but for other 
jewelry store lines such as china, glass, etc., gladly ac- 
cepted the invitation from the Mount Vernon Public 
Library to co-ordinate its efforts and those of local jewel- 
ers and the silverware manufacturers who had been in- 
vited to participate. 

The exhibit opened shortly after April 1 and continued 
throughout that month—coinciding, in part, with the 
actual period of the Council’s “1950 Silver Parade.” Both 


manufacturers and retailers cooperated with the Jewelry 
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Industry Council to obtain a variety of displays from 
modern place settings to heirloom silver and showing how 
silver is manufactured. 

Mount Vernon retailers loaned place settings and table 
accessories. Meyers & Son contributed hollowware, in- 
cluding a complete tea service, place settings and a Paul 
Revere bowl which was used to hold flowers, making a 
beautiful centerpiece. Adam Jewelers showed how silver 
is used all through life. This jeweler’s display started 
with a baby spoon and fork, silver cup and porringer, 
and progressed up through a junior set to the first place 
setting received by a girl, usually at graduation. Ben 
Gordon Jewelers, another Mount Vernon retailer, loaned 
a buffet setting of flatware and serving pieces, appropriate 
gifts for all occasions, their collection of “souvenir 
spoons” and showed how a silver wine cooler can be 
used beautifully for flowers as well as for cooling wine. 

Contributions by local residents consisted of heirloom 
pieces of silver, some of which had been in the same 
families for generations. Pieces such as “‘fiddle-back” 
spoons, bowls, goblets and salt shakers dating back to 
the early 19th century added historical interest to the 
exhibit and also showed that silver does not wear out 
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The three Mt. Vernon jewelers—Meyers 
& Son (above, left) Ben Gordon Jewel- 
ers (above) and Adams Jewelers (left) 
coordinated their 1950 Silver Parade 





promotions with the library exhibit. 

: . Using material supplied by the Jewel- 

with age, but, rather, becomes more beautiful than ever. iat. Good, the true trade 
The Mount Vernon newspaper, the Daily Argus, ran gave heavy accent to silver in their 

window displays and advertising space. 


an article about the exhibit in which it said, “Mount 
Vernon is playing host to a new kind of silver exhibition. 
The Public Library, with the help of local jewelers and 
the Jewelry Industry Council, is giving residents here the 
opportunity not only to see an unusual exhibit of modern 
and antique silverware and to learn how forks, spoons 
and serving utensils are made, but also to become ac- 
quainted with the library’s books on the history and use 
of silverware. The exhibition shows how silver is made, 
how it is used, and how silver is treasured.” 

Illustrating how silver is made, the exhibition had four 
displays from silverware manufacturers showing the 
various stages of manufacturing forks, spoons and two 
types of hollowware—a sugar bowl and a pitcher. The 
displays followed the processes from the original sheet 
of sterling silver to the finished piece which is chased or 
engraved and ready to beautify a home. The tools em- 

(Please turn to page 109) 





Left: The various stages in the 
manufacture of hollowware was 
part of the library exhibit sup- 
plied by manufacturers. Above: 
The variety of silver for gra- 
cious living was shown by a 
wide assortment of modern sil- 
ver loaned by local jewelers. 
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ANRKJA Program 














A REAL “down-to-earth” program has been 
announced by the American National Retail Jewelers As. 
sociation for its 45th annual convention and show to be 
held at the Waldorf-Astoria, New York City, on August 
14, 15, 16, and 17. 

By restricting convention sessions to the mornings 
of Tuesday, Wednesday, and Thursday, more emphasis 
has been placed on the exhibits that form such an im- 
portant part of the schedule. Through this program 
jewelers will have more time to visit these displays which 
are utilizing much more space than heretofore and the 
large number of concerns using display space guarantees 
retailers a great opportunity to complete their fall and 
holiday buying with comfort and dispatch. 

Morning gatherings have been carefully planned to 
give members concrete sales help based on the theme of 
“More Profits Thru Better Merchandising.” Speakers 
of outstanding reputation and ability have been chosen 
to carry out this theme and opportunity for discussion 
will further enhance the value of these streamlined 
sessions. 

The Association will stage its opening meeting on 
Monday evening; however, because of the exhibit occupy- 
ing all available space at the hotel including the Sert 
and Wedgwood rooms, President Kenneth I. Van Cott 
announced that it will be necessary to take this meeting 
to a neighboring hotel. So Monday evening will find 

















KENNETH I. VAN COTT 
President of ANRJA 


RIVERS PETERSON 
Managing Director of the 
National Retail Hardware 
Association 





ROBERT G. CROWNINGSHIELD 
Acting Director, Eastern 
Headquarters Gemological 

Institute of America 





OSCAR KIND, JR. 
S. Kind & Sons, Philadelphia 





MARTHA PERCILLA 
Fashion Director 
Jewelry Industry Council 
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Keyed to Today's Competitive Market 


Speakers of outstanding reputation in their fields will carry the theme of 


‘More Profits Through Better Merchandising” at forenoon business sessions. 


ANRJA members and guests at the spacious ballroom 
of the Park Lane Hotel at Park Ave. and 48th St. This 
session will be featured by an address from a speaker 
of national prominence and the annual message from 
President Van Cott. The chance to renew old friend- 
ships and make new ones will follow, along with the 
customary refreshments and musical entertainment. 

On Tuesday morning, sessions will be held at the Norse 
Grill on the Lexington side of the Waldorf lobby. 

A further innovation introduced this year will be the 
removal of the Registration Headquarters from the Silver 
Corridor on the third floor to the second floor. This 
will make the Silver Corridor available as a lounge where 
jewelers may rest in air-cooled comfort. 

Nor are the ladies being overlooked. A special lounge 
is being arranged for them where hostesses will be on 
hand daily to welcome them and give out information. 
The Association’s Service Bureau will be located here to 
arrange for tickets to theaters and broadcasts, shopping 
services, and give details on “what to do, when, and 
where.” 

Van Cott and his fellow officers extend a cordial 
welcome to all retail jewelers, whether members or not, 
to attend the convention and the exhibits. There are 
no registration fees and admission badges are issued 
upon presentation of a business card or other appropriate 
identification at the Registration Desk. 





é 


LEO KAPLAN 
Lazare Kaplan & Sons, N. Y. 


of America 
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RODGER HARRISON 
Executive Vice-President 
Sterling Silversmith’s Guild 


The convention will conclude with its traditional ban- 
quet on Thursday evening at the Grand Ballroom of the 
Waldorf where speeches will be “taboo” and the evening 
given over to music, dancing, and a star-studded floor 
show. 


TENTATIVE PROGRAM 


Saturday, August 13— Meeting —ANRJA_ Executive 
Committee. 


Sunday, August 14 
1:00 P.M. to 6:00 P.M.—Registration, Second Floor, 


Lexington Avenue side. 


Monday, August 15 

9:00 A.M. to 7:00 P.M.—Exhibits open in all Exhibit 
Halls and Rooms. Your Badge will admit you. 

9:00 A.M. to 6:30 P.M.—Registration, Second Floor, 
Lexington Avenue side. 

12:30 Noon — National and State Officers’ Luncheon, 
Norse Grill, Lobby Floor, Lexington Avenue side. 
Reports of Vice Presidents. 

Report of Membership Committee. 
Address: Rivers Peterson, Indianapolis, Indiana — 
Managing Director, National Retail Hardware Asso- 
ciation. 

(Please turn to page 106) 





MAURICE MERMEY 
Baldwin & Mermey, Director 
of Bureau of Education on 
Fair Trade 
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Functional Design 
Means ‘More Room’ 


Efficient use of space 
is a necessity as this 


small store owner knows. 


by WALTER RUDOLPH 





M. Meadows points to the tapered sup- 
ports of his display cases, designed 
to allow more leg room to customers. 





The open lattice work “lowers” a too 
high ceiling and diffuses the light. 
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This space-saving, eye-appealing way 
of arranging the displays and the safe 
emphasizes the use of modern design. 


P ERHAPS you think there can’t be much new 
about how a dealer solves the problem of getting “more 
room” in a store that has definite physical boundaries, 
and very cramping ones at that. 

But M. Meadows, Jewelers, of Springfield, Mass., be- 
lieve that their “more room” idea has a few embellish- 
ments that are out of the ordinary. 

“We were really up against it, in planning a new store 
after we found this location at 1616 Main Street,” said 
M. Meadows, proprietor. “Nine by twenty-seven feet of 
floor area, and a ceiling ‘to the sky’ were what we had to 
work with. Several businessmen had refused to have 
anything to do with these limitations. 

“We worked with Edwin Freed, of New York City, 
who laid out what we think is a near-perfect solution to 
our problem and sold us the fixtures. In a nutshell, I’d 
say the ‘fixturizing’ was the whole show. We spent about 
$14,000 on the job, including a bang-up opening pro- 
motion.” 

Here are the features of this unusual store: 

Counter display cases, all-glass, rest on solid-looking, 
tapered supports that invite close inspection of merchan- 
dise and suggest roominess in the small interior. A di- 
agonal dark strip in light linoleum pushes the corners 
of the store further apart, getting over the depth idea. 

A 4’x 6’ safe was built right into the rear wall, and 
fronted by a “show-off” case for diamonds, silver or 
watches, facing the entrance. A balcony stairway was 
built behind the partition nearly flush with the safe, and 
mirrors cover the balcony wall across the width of the 
store and about four feet wide. 

(Please turn to page 122) 
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Order from 
your Ronson distributor. 


eer 





Two popular Ronson Cabinets that 
are boosting sales. 


Above: 16% x9. Below: 15% x 8 


SSE ET ee ed ee et ek ed ono 
EE TE TT TE ET - 
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by ROSWELL YOUNG 


Dave Kortz, head of Kortz Jewelers in 
Englewood, Colo., shows a young couple 
his engagement rings. His attractive 
personality and the excellent reputa- 
tion of his store for superior deal- 
ing with the public has been the in- 
spiration for a lot of diamond sales. 





There are certain definite policies which 
add up to more diamond sales and the top 
one is complete customer trust in your 


store and its top-quality merchandise. 


Worx diamonds are without exception, 
the most difficult item to merchandise in the jewelry 
store, there are certain definite policies which add up 
to efficient sales promotions, according to Dave Kortz, 
head of Kortz Jewelry Company, in Englewood, Colo. 

This company, which recently completed a handsome 
new store in the center of a suburban Denver community 
of 15,000, feels that “small-town diamond merchandis- 
ing” is a different operation than metropolitan selling. 
Both Sam Kortz, head of the chain of 6 Kortz stores in 
Colo., and manager Dave Kortz, feel that through “over- 
the-counter merchandising,” and adherence to a set of 
fixed rules, diamond sales may be increased. 
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This diamond display case permits extremely colorful dis- 
plays. Many colored boxes exhibit rings on white setting. 


“We don’t use stunt promotions of any sort in con- 
nection with diamonds,” Kortz said. “By that, I mean, 
we run absolutely no sales of any description, and sel- 
dom offer spectacular displays. Instead, our approach 
to diamond merchandising in a small town is that the 
public must have maximum confidence in the store, and 
trust fully in the pronouncements of the clerk who sells 
the diamond—otherwise, there is no opportunity for 
building volume.” 

The set policies which guide diamond merchandising 
in the Colorado jewelry store include first, full trade- 
back at full price on all diamonds at any time on the 

(Please turn to page 99) 
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SPECIAL 
OFFER! 











Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 
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Diamond Radio Spots 


6 selling messages 
on a handy record 
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= RADIO in your promotion plans for diamonds. 
These 6 handy one-minute spots help you do a really good 
job at small cost. They’re all dramatic productions, with 
talented professional actors. Some tie in directly with the 
magazine advertising . . . others are for Christmas, June 
Bride, and Wedding Anniversary selling. All 6 spots have 
been prepared on one record. They are 45 seconds in length, 
with 15 seconds allowed at the end of each spot for the 


announcer to add your name and address. 


Order now, while the limited supply lasts, from Diamond 
Promotion Department, ‘The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


De Beers Consolidated Mines, Lid. 
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By first determining the price that o 
customer wants to pay and showing the 
rings in this price range, a sale is al- 
most won, according to George Merz, the 
manager of Lechengers in Houston, Tex. 


by C. THOMAS 


Putting Customers at Kase 
Is Prelude to His Diamond Merchandising 


Advertising and displaying diamond rings keyed to the popular demand 


has made the cash register ring for Lechengers in Houston, Tex., and 


taken the mystery out of preparing ads that will click. 


_ — selling of diamonds,” said George 
Merz, store manager, Lechenger’s, Houston, Texas, “must 
be handled with caution. Otherwise, your customer may 
walk out without buying—and may never return!” 

Lechenger’s is one of Houston’s oldest jewelry stores. 
Accumulated knowledge of the founder has been passed 
down to his sons and grandsons who now operate the 
business. 

“Our policy,” said Louis Lechenger, grandson, “is to 
build up a long term standing with our customers.” 

Few trays and few rings are displayed in the diamond 
case which is to the right of the store’s entrance. Each 
tray’s selection is in one specific price range. By the 
time the customer who has stopped at this case is ap- 
proached he has spotted the tray within the price range 
he is interested in. 

“Immediately,” said Merz, “we take the tray out of 
the case and invite the customer to step down to the next 
case, which is low. We then invite him to be seated.” 

Getting the customer seated is an important move. If 
the customer makes the first directed move willingly, it 
positively shows the customer is receptive to suggestions. 
Those who object are either obstinate, or only mildly 
curious. Getting the customer off their feet relieves a 
nervous tension caused by standing. With the customer 
seated and relaxed, the clerk can rest assured of un- 


82 


Once seated, the sales clerk knows the customer is interested. 


divided attention, and that the customer will take time to 
look and listen. 

The clerk has already learned the approximate amount 
the customer wishes to pay. “And,” said Merz, “this has 
been talked over and predetermined. And any number 
of factors could have influenced the decision.” 

Accumulated experience has revealed that most cus- 
tomers know little about diamonds. They must accept 
the clerk’s word about the diamond’s quality. “And, 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















, ame? aes “ee 
3% nett § y, - , ‘. “sf « 
: y é 4 
: £ } 
AS e sags 
> — ¥ —owegenggamy Se. Ns a a 












Sketched is the uncut 
Jonker diamond as it 
was prepared to yield 
the twelve beautiful! 
diamonds in the photo- 
graph. 


INTEGRITY $= 


The integrity of the House of Harry Winston iy,” 


means to vou... confidence ... 


... confidence that your requirements will be met 
for a continuous source of evenly graded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and _ rigid 
manufacturing controls will give you prices that 


challenge the industry! 


.. confidence ... and prestige, too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds .. . 

















HARRY WIASTON 


7 EAST 51st STREET, NEW YORK 
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| In Lechenger's newspaper ads, as in the store, rings 

are sectionalized into price groups, so that buyers 
| may have their choice of price ranges. Ads are al- 
| most always kept flexible enough to meet the demand. 


Often customers wish their fiancées to confirm the 
choice they have made and Merz finds that this is 
a good time to get acquainted with the customer and 
make him familiar with the store and its personnel. 





nine times out of ten,” said Merz, “the diamond itself 
is not the contributing factor in closing the sale. The 
customer never fully realizes it; but they buy the mount- 
ing, not the stone. Of course, they wouldn’t buy the 
mounting less the diamond. But most diamonds look 
alike to them. Only the mountings differ, in the cus- 
tomer’s eyes.” 

Of course, Merz was referring to diamonds within 
a reasonable price range. 

For illustration, we are going to say the customer has 
stated they wish to pay around $175.00. Until they show 
either a like or a dislike for rings priced from $150.00 
to $200.00 they are going to be shown the complete stock 
within that price range. 

“Before we begin showing higher priced rings, the 
customer must ask to see something a little better. At 
this point the customer is vacillating between two strong 
desires. A desire for a ring that suits her personal taste 
and a desire to pay a predetermined amount for it. 
Eventually one desire will overcome the other. And there 
is no telling which one. 

“Now,” Merz continued, “if we go ahead on our own 
initiative and start showing more expensive rings and 
the customer is determined to remain within her price 
range, we have set up a sales obstacle that is almost im- 
possible to overcome. For, after looking at more expen- 
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sive rings, the less expensive rings are going to appear 
less attractive than they did at the first showing. So, 
you have to worry around with the customer, selling her 
on the ring she almost likes . . . until she asks to be 
shown something a little better.” 

Of course, many of these customers could be shoved. 
They could be high pressured into buying a more expen- 
sive ring. “But we don’t want that reputation,” said 
Merz. “‘We want our customers to be satisfied from every 
angle. And it’s our responsibility to have wide enough 
selection to please our customers’ individual tastes.” 

Over the years Lechenger’s have learned that the de- 
mand for diamonds comes and goes in price cycles. 

“For a while,” said Merz, “the popular demand for 
diamonds will, say, be right at $150.00. Then, without 
any warning, rings from $200 to $250 will take the spot- 
light. And the current demand governs our advertising. 

“We may have an ad scheduled featuring rings priced 
at $250. Then, we note that rings that are selling at the 
moment are around $175. We immediately change our 
ad. Advertising $250 rings in the face of the fact the 
current demand is for rings priced at $150 to $200 is 
not sound business. Our advertising is flexible to the 
point we can make these changes and keep abreast with 
popular demand.” 

(Please turn to page 105) 
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How to make a passer 










The streets are full of customers. Every store in your city must 
compete for their dollars. Your product must compete with 
television sets, refrigerators, automobiles ... even fashion. 
Pay special attention to your windows, make them attractive, 
compelling, hypnotic. Show value! Show beauty! Show 


glamour! Show the Circle of Light Diamond! 





CIRCLE ot 
I IGHT diamond 





nafhliate of 


BAU VIGOLD 


Los Angeles Office: 
220 West 5th St. 











@ The Circle of Light 
Diamond, with its 
dramatic comparison 
feature ... the 
continuous blaze of fire 
around the rim. . . lends 
itself beautifully to 
window display. You can 
stop the passers by... 
draw them into your 
store and make them 
BUY ... by simply 
featuring this sensational 
diamond in your 
window. Invite 
comparison through 
placards and window 
streamers. SHOW the 
extra value, the greater 
beauty, the more radiant 
fire of this priceless gem. 
SHOW ... and 

you'll SELL! 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 








Brothers, Ine. 





Melee Plant: 
305 East 45th Street, N. Y. C. 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 





























Store owner Van Cott showing a figurine to one of his customers. 
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Van Cott's jewelry store in Bingham- 
ton, N. Y., is one of the most modern 
stores in the Southern tier. Van Cott 
moved to his present location in 1948. 


by FRANK FLAGG 














What Do Your Window Displays Say? 


Van Cott, Binghamton, N. Y., jeweler, found that window displays 


which excite the curiosity of people and teach something attract 


much more traffic than a miscellaneous array of merchandise. 


J EWELRY shop windows have always been 
considered to be a store’s best means of direct advertising, 
and the Van Cott jewelry store in Binghamton, N. Y., 
closely follows this tradition to build up store traflic. 
“Unless a jeweler has something unusually appealing in 
his display windows, about the same percentage of pedes- 
trian traffic is attracted to his store,” Kenneth I. Van Cott, 
store owner, said. “Once the fact is recognized that our 
windows are silent salesmen, time and effort must be 
expended to get the most from them.” 

In Van Cott’s case, the curiosity of human beings has 
been exploited in order to attract more potential jewelry 
buyers. One of his recent displays attracted more atten- 
tion than he counted on because he showed people some- 
thing that they knew little or nothing about. With two 
display windows, one was devoted to jewelry, watches, 
and diamonds; the other was utilized for a display of 
precious stones. The second revealed an appealing exhibit 
of various types of crystal and quartz as they were found 
in nature, with a cut and polished stone mounted in a 
ring setting next to each kind. The stones and rings were 
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placed on pedestals of various heights for attractiveness 
and ease in seeing the stones. 

“Hundreds of people stopped by our window while that 
display was on,” Van Cott said, “and it caused quite a 
bit of comment. In addition to the unprocessed and 
mounted stones, another pedestal revealed ancient metal 
rings, a rough emerald and ring, and a box filled with 
hundreds of different stones that are part of my own 
collection.” 

The display windows were illuminated every evening 
because Van Cott has found that there are more observers 
at this time than during regular shopping hours. He 
expected to keep this display for only a few weeks, but 
because of its wide appeal, it was retained much longer. 

“I cannot say that this window display immediately 
increased the sale of rings with stone settings,” Van Cott 


The silverware department at Van 
Cott's is carefully arranged for 
the most effective display of 
the merchandise and so that cus- 
tomers may be at ease while 
choosing the pattern they like best. 
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The Van Cott store is departmentalized 
so that customers can concentrate their 
attention on one line of merchandise a} 
a time. However, the departments blend 
into one another, so that customers may 
go easily from one section to the other. 


said. “As with other lines of jewelry store merchandise, 
sales come later—after the public has seen the items, 
enjoyed them, and thought over the matter of buying 
jewelry. But, like everything else, I do feel that we will 
sell more of these rings as a result and we have enjoyed 
the publicity that the store has undoubtedly received.” 
Although the store is located in the middle of a block, 
Van Cott prefers this to the corner spot from which he 
recently moved. Even though this corner was a bus stop 
and considered an excellent traffic location, the store failed 
to attract the shoppers it does now. “People waited for 
the bus, their arms loaded with parcels and were anxious 
to get home. They stood in front of the store blocking 
it from the view of passing shopping traffic,” Van Cott 


commented. 
(Please turn to page 122) 
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Synthetics ... 


Orn: of the most controversial subjects mer- 
chandise-wise in the jewelry industry today is that of syn- 
thetic gemstones. The average jeweler, it might be said, 
looks with comparative indifference on these stones and 
this attitude is reflected to a large extent by his retail cus- 
tomer. In other words, this seeming lack of appreciation 
of the true qualities of the synthetic gems by the jeweler, 
saleswise or otherwise, has not moved him to expend any 
appreciable effort to really “sell” these stones to his cus- 
tomer clientele. 

Why not? To answer this there are two factors that in 
the main are responsible for this attitude on the part of 
the retail jeweler. First, the present generation of jewel- 
ers has lived all its business life with the common syn- 
thetics and is probably no more impressed by the wonders 
of modern science expressed in the synthetic “stars” or 
emeralds than is today’s small boy with the airplane or 
automobile . 

Secondly, the manufacture of the most perfect syn- 
thetic stones, rivalling and, yes, even surpassing some- 
times in quality or perfection the natural rubies, sapphires 
and emeralds, has been reduced to a more or less routine 
process and at such a low per-carat cost that the feature 
of rarity has for the most part been eliminated. 

Today, to the minds of many, the very word synthetic 
carries no particular significance; it is often used quite 
interchangeably with imitation or even, in the painfully 
frank advertisements now affected by some department 
stores, “fake.” 

This is a pity because the synthetic gemstone today is 
admirable and lacks only one characteristic of the most 
expensive natural stones—rarity. It is this one intangible 
feature in which the nature-made gem still enjoys an “ex- 
clusive.” It must be admitted that it is this feature alone, 
on the basis of comparison between modern synthetics 
and natural gems, that imparts to the latter the glamour 
that appeals to the jeweler in his selling and promotion 
message and to the customer in making his selection of a 
piece of stone-set jewelry. 

In the other factors determining gemstone quality, the 
synthetic can stand on its own merits. It has as much 
fire, as much hardness and often, very nearly or exactly 
matches the most perfect color. Synthesis actually makes 
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Jewelers, for the most part, have overlooked the potentialities of the 
man-made gems, says the author. There has always been a demand for 


attractive jewelry stones and the synthetics need only a good selling job. 












Their Place in the Jewelry Store | 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


the fine qualities and beauty of the natural stones avail- 
able to a larger segment of the buying public, and the 
stones can be as highly recommended for the beauty and 
pleasure they will give to the person of more moderate 
means as the expensive natural gem gives to those who 
can buy them. 

From the earliest days there has always been a demand 
for attractive jewelry stones to satisfy the demand in the 
low cost field. When emeralds were won from the Egyp- 
tian mines for Cleopatra, other ladies wanted emeralds 
too. Or so we infer, for necklaces of green glass beads 
made in the six-sided shape of emerald crystals and drill- 
ed lengthwise for stringing, just like the real emeralds, 
may be seen in museum displays of Egyptian antiquities. 
The black and white intaglios called nicolo and highly 
regarded by the Romans, were imitated in glass by early 
craftsmen. Most of the Roman intaglios one sees in mu- 
seums show the pitting which is characteristic of buried 
glasses. An interesting recent article by M. D. S. Lewis’ 
gives some of the background of the increased uses of 
glass in the days of Louis XIV and Louis XV, and the 
origin of the name “strass.” Lewis claims that paste 
gems were as highly esteemed for decorative purposes as 
the real ones, because they were far more showy. 

However, the artificers found that they could not 
achieve a good imitation of the natural stones because 
their pastes did not measure up in one or another re- 
spect. One might be too soft for the use to which it was 
to be put, another was lacking in brilliance, while a third 
failed to achieve the perfect tint. For one reason and an- 
other, the glass imitations were found wanting, and the 
best scientific minds of the day sought better substitutes 
to satisfy the demand. It naturally occurred to many that 
an answer to the problem could easily be found if nat- 
ural stones were duplicated in the laboratory, and many 
attempts were made. Scientific chefs tried to mix up a 

(Please turn to page 110) 





1 Lewis, M.D.S., “Paste,” Jour. of Gemmology, II, 1949, pp. 141-150. 
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How Did the Jewelry Business Compare? 


Growth of sales in all retail lines 1939-1948, shown by report of Census 
of Business, indicate that jewelry rise was a result of better economic 


conditions, not merely a result of war-time shortages in other trades. 


Li rise in retail jewelry sales from the people with more money to spend than ever before were 
pre-war 1939 level has been phenomenal. The figures able to buy that diamond ring, wristwatch, or that set of 
prove it! But, this showing has not been unparalleled or sterling. However, along with those war-year sales the 


even extraordinary when viewed in comparison with other jeweler was selling more than the item on hand; he was 
retail trades as shown in a preliminary release by the selling an appreciation of his wares among a greater 
Bureau of the Census on the 1948 Census of Business. segment of the buying public. 

Though many in the jewelry trade have thought that This broadened customer market did not close up with 
the shortage of goods in other lines coupled with war- the defense plants. Rather than that, the general eco- 
inflated spendable income had been the only factors nomie picture of the country as a whole has established 
responsible for swelling jewelry volume during the past itself at the high level brought about by the war and, 
decade, there have been other conditions which have con- barring any sudden recession, shows every promise of 
tributed to this trend. It is these factors, factors which continuing. The jewelry industry as well as other retail 
were not of temporary nature and which will likely con- trades continues to operate at this new level. 
tinue, that have been mainly responsible for maintain- For substantiation of this reasoning, let’s take a look 
ing jewelry volume at its present level. at the prelminary release on the 1948 Census of Business 

There is no argument with the fact that jewelers bene- covering the retail, wholesale and service trades. How 
fited directly from the war-time inflated incomes. More (Please turn to page 120) 





















































































































































PERCENTAGE COMPARISON OF GROWTH OF VARIOUS RETAIL LINES FROM 1939 TO 1948 
(Number of Outlets and Dollar Volume —1939 = 100%) 
100 200 300 
BUREAU OF CENSUS CLASSIFIES AS A RETAIL 
REI RES Ra nad E ELER ANY ESTABLISH MENT WITH 
Jewelry Stores Stores 1939 - 14,559 Stores 1948 - n.2084 2 poor OF $500. ANNUAL SALES 
— Stores 1948 - 504,480 BB stores 1939 = 560,549 
Sales 1939 - $10,164,967,000 | Snes 1948 ~ $30,980,440,000 | 
we Stores 1939 - 305,386 | @Stores 1948 - 346,555 | 
ns Sales 1939 - $3,520,052,000 | Sales 1946 ~ $10,690,576,000 | 
— Stores 1939 = 50,267 Stores 1948 - 52,604 
oe Sales 1939 - $5,665,007,000 [ales 1948 - $15,930, 708,000 
Stores 1939 - 106,959 | @ Stores 1948 - 115,333 
Apporel Group 7 — : 
Sales 1939 - $3,258,772,000 | Sales 1948 ~ $9,797.438,000 | 
Forte, Forihings, Stores 1939 - 52,827 |Stores 1948 - 85, 546 | — as Sane 
—w Sales 1939 - $1,733,257,000 a ld 2) 
Stores 1939 - 60,132 — a # Stores 1948 - 89,196 
Sales 1939 - $5,548,687,000 | - s 19K _m $20,,118,052,000 _ ee: | 
— Sales 1939 - $2,734,914,000 | _ Balen 1988 - Hh 
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We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 
cooperate with you on your special calls. 
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niversity District 





Promotes a Better Business Climate 


Part IV: They solve the traffic problem 





St ae 


Above: View of the viaduct at E. 
45th Street which leads directly 
into the District. Below: Bridge 
over the park at the north end of fm 
15th Ave., N. E. This brings traf- fie 


fic from north and northeast areas. 


SSL REE ORS ier 


F OoT traffic in a district is a clear and un- 
adulterated benefit to merchants of that district. Auto- 
mobile traffic, on the other hand, does not necessarily 
lead to the same desirable result. The problem of traffic 
control therefore is a legitimate and pressing concern of 
the merchants of any business district. 

University District merchants in Seattle, Wash., have 
been ‘able to effect substantial improvement in this re- 
spect, through concerted community effort. Those efforts 
began about 20 years ago, and have brought solution to 
a number of fairly typical traffic control problems. The 
most recent and impressive of these district development 
projects was the post-war Campus Parkway project, com- 
pleted in April of this year (1950). 

There was a twofold purpose behind the traffic con- 
trol program as developed by the Commercial Club over 
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by EDWARD R. LUCAS 





the last 20 years. The first objective was provision of 
adequate arterial streets leading into the business district. 
Second was provision of arterials to take care of trafhc 
for drivers who want to bypass the business section. 

Both objectives are essential to a well-rounded civic 
improvement program. If access to the district is too 
difficult, shoppers will, of course, avoid patronizing stores 
in that district. 

Too much through traffic, on the other hand, creates 
excessive traffic congestion to the equal detriment of the 
merchants. Homegoing workers or professional men 
seldom want to stop off in a district for shopping. If the 
lay-out of streets is such that they must drive through 
the heart of the district to reach their homes, they create 
congestion which discourages the shoppers from entering 
the area. They can be classified as “non-productive”’ 
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3 THINGS 
TO REMEMBER... 


|. There are birthdays and 
anniversaries and other gift 
occasions in July, too—when 
nothing but the best will do. 
2. The best in Cultured Pearls— 
necklaces, bracelets, 
earrings, rings, chokers— 
is IMPERIAL. 
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traffic which keeps the “productive” trafic from entering. 

In the case of the University District, the first problem 
was provision of adequate arterials leading into the busi- 
ness section. As will be seen on the map, the main east 
approach is by way of East 45th Street; the main north 
approach by way of 15th N.E. leading into University 
Way. Both streets tap residential areas of substantial 
buying power. 

Twenty years ago, however, there was neither the via- 
duct shown at 45th Street nor the bridge at 15th Avenue. 
In place of the former was a wooded area with railroad 
tracks at the bottom of the steep bank. Undesirable as 
residential property, there was no cross street closer than 
East 55th Street. The street at 15th Avenue terminated 
at both ends, at the 60-foot deep ravine in the park. Ac- 
cess to the District was possible only by a circuitous 
route. 

Construction of those two approaches was accom- 
plished with Federal, State and city funds. The initia- 
tive for the projects came from the Commercial Club, 
which showed that they were legitimate and worthwhile 
civic improvement projects. Though not quite as func- 
tional a structure as they wanted. the viaduct still serves 
its purpose of providing access to the District, from that 
direction. 

These were both pre-war projects completed before 
1936. There were a few other minor improvements, 
such as the widening by 15 feet of 15th Ave., northeast 
from 40th to 45th Street, and the widening of Brooklyn 
Ave., to 52nd. 

The second problem of too much traffic through the 
center of the business district, arose with the swift in- 
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crease in Seattle’s war time and post-war population. The 
largest single area of new residential building was con- 
centrated in the north end section of Greater Seattle, most 
of it outside the city limits. Many new and old residents 
in the northeast section fourd it convenient to drive to 
and from work through the University District’s business 
section. The result was a great increase in this “non- 
productive’ homegoing traffic with consequent conges- 
tion. 

Some improvement was effected by further widening 
of 15th Avenue from 45th Street to Ravenna Park. How- 
ever, the greatest amount of trafic continued to move 
down relatively narrow University Way or across it at 
45th Street. At this point the Commercial Club with the 
backing of other local civic groups began active promo- 
tion of the Campus Parkway. 

The Parkway was planned as a 160-foot wide boulevard 
five blocks in length, to join Roosevelt Way with 15th 
Avenue between E. 40th and E. 41st Streets. By join- 
ing these arterials, much traffic would be diverted from 
overburdened Roosevelt Way and University Way. Both 
latter streets are narrow and were forced to carry an 
unusually heavy traffic load during peak load hours of 
the day. This traffic would also be diverted from the 
principal business section of the District, from E. 42nd 
to E. 50th Streets on University Way. An underpass at 
Roosevelt Way was also incorporated in the plans, to 
divert traffic direct to Aurora Avenue, Seattle’s principal 
north-south highway. 

To present the project to interested groups, the Com- 
mercial Club prepared a pamphlet outlining what the 

(Please turn to page 125) 
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NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 
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Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 








Selling points on karat quality, rolled gold plate and $ 00 
electroplated articles are backed up with the authority of 6: 
the printed word, compiled by experts in these fields. oan Ouna 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 





AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
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World’s ‘“‘Most Publicized Bride”’ 
Promotes S. Kind Diamond Exhibit 





S. Kind & Sons, Philadelphia, Pa., tie in with JIC "Diamond 
Exhibit'' with this attractive window display which made use 
of fabulous Princess Elizabeth bridal doll. 


A replica of “the world’s most publicized bride” dis- 
tinguished the unique version of the diamond exhibit at 
S. Kind & Sons, of Philadelphia. The fusion of Kind’s 
customary Easter Wedding Window and the Jewelry 
Industry Council sponsored Diamond Exhibit attracted 
a constant stream of spectators even including troops of 
girl scouts. The doll which was the central feature earned 
an appearance on Rhona Lloyd’s popular local television 
show and a much coveted illustrated write-up in the 
women’s page of the Evening Bulletin, and other publicity. 

Friday evening preceding the exhibit, the newspaper 
announced: “Royalty is coming to Chestnut Street next 
week. And dressed for a wedding, too! 

“Not in person, to be sure, but in the form of a fabu- 
lous doll wearing an exact copy of the dress in which 
Princess Elizabeth of England was married to Lieutenant 
Philip Mountbatten, on November 20, 1947. 

“The doll, scaled 24% inches to a foot and correct in 
every detail, was handmade—in 25214 hours—by re- 
nowned sculptress and doll’ creator Dorothy Wendell 
Heizer, of Chatham, N. J.... 

“The dress is a perfect copy of the world’s most pub- 
licized and copied wedding gown. Like the Princess’ 
own, it is of ivory satin embellished with jewels—some 
44,000 seed pearls and brilliants. .. . 

“The pearl necklace has the same number of beads as 
the one worn by the Princess, and there’s a replica of the 
diamond tiara lent to her daughter by Queen Elizabeth for 
the ceremony, as well as a paste copy of the royal engage- 
ment ring and the wedding band. 

“. . . The bouquet is contrived of hand-tinted white 
suede to simulate three types of orchids.” 

Mrs. Adelle McAllister, window display manager for 
Kind’s, appeared on television with the doll, enlarging 
on the information given in the newspaper and leading 
into a talk on diamonds. 

As a background for the bridal scene Mrs. McAllister 
designed a 27 inch high set of church doors. She stretched 
white silk net across the custom-made frame of wire 
wrapped with cotton tape. and then outlined the three 
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doors with tiny bouquets of lilies-of-the-valley tied with 
white satin ribbon. A dozen sprays of white orchids 
indicated the “center aisle” and carried the eye from the 
doll to the merchandise. 

Everything in the window except bridal invitations 
contained diamonds. Bridal rings lay nearest the doll’s 
train toward the viewer’s left. Next an array of other 
rings containing diamonds backed by an announcement 
that diamonds are the birthstone for April. Then othe; 
women’s and men’s diamond jewelry including diamond 
studded watches. The wall on the opposite side of the 
eighteen foot window from the doll was flanked with smal] 
clocks boasting some diamonds. 

The smaller window on the opposite side of the ep. 
trance displayed English gadroon silverware set in buffet 
fashion with hollowware to match. The only decoration 
here and in the costume jewelry window was sprays of 
the same orchids and lilies-of-the-valley. The costume 
jewelry window in the entranceway carried out the bridal 
theme by showing pearls only. 

To show merchandise suitable for wedding gifts, easter 
sifts, and confirmation gifts, usually included in the 
Easter Wedding Window, Mrs. McAllister changed the 
merchandise, but not the bridal doll and setting, im. 
mediately after the diamond display. With the theme, 
“Suggestions for the Bridal Party,” she showed compacts 
and other gift items for women along with a generous 
portion of pen knives retailing from $5 up and cuff links 
from $10 to $100 and other men’s jewelry. This was in 
accordance with her policy of always following an ex. 
pensive display with a showing of less expensive items 
to retain the interest of the price conscious public. 





Single-Stone Pins for Summer Fashions 


sod Se i, i a 





Single-stone rhinestone pins, a new item called Beauty Dots from 
the Kramer Jewelry Co., 48 W. 37th St., New York, give a cardigan 
a festive air when used in place of buttons down the front. No 
needle or thread is necessary to clip them on around the ribbed 
neckline. These versatile pins can be combined in hundreds of 
ways—on hats, on shoes, or on a head band. They are especially 
useful during those short weekends away from the city during the 
summer; they take up no room tucked into a travelling bag. 
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MEN’S SEMI-MOUNTED 
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Diamond Ring Salesmen 
Age 25 to 40 Years 


Wer are urgently in need of young blood in our sales organi- 
zation. 


We are looking for ambitious young men, who are now making 
good as salesmen with their present firms, BUT who are looking 
for greater earnings and a better future. 


SINCE we have well established territories to offer, it will not 
be absolutely necessary to have represented a diamond ring house, 
but applicants must definitely have a following of their own also. 


A\PPLICAN TS will be considered for immediate 


traveling or to start January Ist. 


Our own representatives know of this “ad” and all applications 
received will be held in strictest confidence. 


LEADING DIAMOND RING HOUSE IN NEW YORK 


Box “E., 136," Care 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd STREET NEW YORK 17, N. Y. 
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Neon 


KEYSTONE 


ITEMS SHOWN ARE 14KT. WHITE GOLD 
WITH PALLADIUM SETTING PLATES 


USEFUL FOR REMOUNT JOBS 


We also manufacture popular priced diamond jewelry 
items with rings to match. The high respect in which 
diamonds are held by the public makes these articles 
very desirable and reduces sales resistance. 

A Few Wholesale Distributors Desired , 


AY/WC/ & COMPANY 


Manufacturing Jewelers 


26-30 Beecher Street, Newark 2, N. J. 
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Can You Help Me? 


My Display Problem [, 


by VIRGINIA DIXON 


Readers’ questions above window and inside-store display wilj 
be answered in this department each month by Miss Virginig 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dizon jg 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


Wt have a very high window, the background of 
which is bleached oak. Most of the merchandise js 
displayed in the lower part of the window which leaves 
an extraordinary amount of blank space above the dis. 
plays. The background of which I speak is divided into 
two panels. I would like to know how I can decorate the 
panels so that they will appear to be part of the display 
instead of being blank like a white sky in an otherwise 
beautiful photograph.—M.B.V. 

Answer—tThe bare upper section of the display win. 
dow which you describe exists in far too many jewelry 
stores. This space not only detracts from the effective- 
ness of the window as a whole, but is wasted space which 
can be made use of both for the showing of merchandise 
and for the placing of decorative materials which will 
contribute to the eye appeal of the window. 

In planning any window, the entire area must be taken 
into consideration as a whole. Possibly some of the ele- 
vations on which your merchandise is shown should be 
higher. Tall cylinders or blocks—18 to 24 inches in 
height—can be used very effectively in such a tall window 
as you describe. There is no reason to keep the merchan- 
dise arrangement close to the floor. Variation in heights 
will make a much more interesting and effective arrange- 
ment and will bring the merchandise closer to eye level. 

Decorative materials used to carry out the seasonal 
and selling themes of your displays will probably appear 
most effective if placed rather high against the _back- 
ground. Framed pictures of suitable subjects, lengths of 
wedding veiling or colorful fabrics, papier maché bells, 
cut-outs of Valentine hearts or Easter eggs or similar 
subjects can all be used in this way. Posters carrying 
selling copy can be lettered in a sufficiently dignified 
manner so that they can be used against the background. 
If you do not want to put tacks or hanging devices into 
your wood background, it will take some ingenuity to 
hold these articles in place. That is why I prefer fabric 
covered panels for window background. They look more 
colorful, can be changed frequently giving a_ pleasing 


variation to your window, and offer no difficulties when 


you want to pin or tack decorations against them. 

Another method of utilizing this upper space that 1s 
not seen as frequently as it should be, is the suspending 
of small display units and decorative items from the 
window ceiling. This treatment is an excellent attention- 
getter when done in an imaginative and dignified way. 
Small shelves, shadow boxes, pictures, bells, plaques and 
many other items can quite appropriately be hung in 
this way. 


LEASE advise where we can get small cut-out letters 
in either wood, plastic or metal, to be used in a 
Bride’s window, made up with the words “Old,” “Bor- 
rowed,” “New” and “Blue,” each word on a separate 


sign or plaque.—F.C.T. 
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Answer—Several sources for cut-out letters were 
mentioned in this column on page 138 of the May issue. 
[ think it would be best to order the letters you require 
and mount them yourself on whatever kind of plaque 


you wish. The letters come either smoothly finished on 


the back for glueing or with tiny pins to press into the 
background. | don’t know of any sources for such 
plaques made up to order. 


SHOPPING NOTES 


Preserved ferns are an attractive decoration for sum- 
mer windows and table settings. They come flocked in 
lovely pastel colors as well as in the natural green and 
are a simple way of adding or emphasizing color in the 
window. Jack De Weesem, 205 S. Miami Avenue, Miami 
32. Florida, offers a selection of these ferns and also has 
natural sea fans, starfish and sea shells for your nautical 
displays. The fans, starfish and shells are also available 
in flocked colors as well as in the natural state. 

Ever see a purple snow storm? It snows in fifteen 
colors at the Malros Company, Box 289, Dover, N. J. 
Their new “Colo-Snow” is available in such dreamy 
tones as spring green, peacock blue, rose pink, violet. 
watermelon—to mention a few. This plastic product 
comes in bushel cartons and will certainly have its 
uses in creating colorful display effects. They will send 
color samples on request. And, of course, if you want 
snowy white snow, they can supply that too. 

Although their units are not designed primarily for 
jewelry store use, Minic Displays, 503 East 72nd Street, 
New York 21, N. Y., would be a source to check if you 


——— 


are in the market for shelf or elevation units. The Minic 
units are all of wood or plywood construction, finished 
in solid lacquer color or grained wood effect. Prices 
seem quite reasonable and units are designed with im- 
agination and skill. Their Minic Wing Stand is eighteen 
inches high, thirty inches wide and eighteen inches deep 
and has four generous shelves on two levels for merchan- 
dise display. The unit comes apart into four sections 
for easy storage. 

Staples-Smith, Inc., makers of unusual decorative dis- 
play accessories whose materials have been mentioned 
here a number of times. announce the removal of their 
showroom to 166 Smith Street, Brooklyn, N. Y., where 
their factory has been located for some time. 





Confidence Best Salesman 


(From page 80) 


purchase of a more expensive stone, absolute foreswear- 
ing of all “sales” and markdown events, steady use of 
at least 25 per cent of total window display space in 
diamond display, and an inventory made up entirely of 
high grade stones. 

“One of the most important considerations, we have 
found, is the offer to trade back at full price any ring, 
at any time in the future,” Kortz said. “Surprisingly, we 
estimate that at least 80 per cent of the diamond pur- 
chasers sold by our store trade back their diamonds at 
some point during the next five years, on a more expen- 
sive stone. It has grown almost traditional in our area 
for a family, when incomes grow larger, or more funds 
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are on hand, to buy a larger diamond. Considerably 
implementing this is the fact that we give full credit for 
the mounting, as well as the stone, and do not penalize 
the customers in any way for the time during which they 
have worn the previous ring. We do not make a showy 
issue of this offer, but merely emphasize to the diamond 
purchaser that a $500 ring today is worth $500 at any 
point in the future on the purchase of a higher priced 
stone. This has had a powerful effect in selling better- 
priced stones.” 


STOCKS ONLY TOP QUALITY STONES 


Next, in the small community where the same customer 
will be seen day after day for years, Kortz feels that it 
is absolutely indispensable to be able to tell every cus- 
tomer that the stock is made up exclusively of high- 
quality stones. “We operate on the theory that the usual 
diamond customer does not know a thing about diamond 
quality grading,” Kortz continued, “and that in buying 
the diamond, he is expressing confidence in us. There- 
fore, to make sure that no violation of such confidence, 
either intentional or unintentional, is possible, we show 
only top-quality stones, and can point out the entire dis- 
play, and tell the customer that every diamond shown 
is of the highest quality in its price class.” 

As far as is reasonably possible, Kortz Jewelry Com- 
pany stays away from “stunt” or “promotional” forms 
of advertising in connection with diamonds. Its diamond 
advertising in newspapers consists of chaste, white-spaced 
display ads, which play up the beauty of the stone, its 
exclusiveness, and occasionally the source rather than 
price, discounts or credit. 


“Whenever we have a customer in the store with 
moment of extra time on his hands, while waiting foy , 
bill to be figured or a watch repair to be completed, we 
stop and ‘talk diamonds to him,’ ” Kortz said. “By one 
means or another, we invariably manage to bring up 
the fact that we carry an outstandingly large diamond 
stock and that all our diamonds are guaranteed to he» 
of top quality. We believe that this is especially valy. 
able in a small community where customers are not likely 
to move away. If the customer thinks of Diamonds and 
Kortz simultaneously we will have his business.” 

Naturally the store offers many of the usual diamond 
services and others in addition. Customers are encour. 
aged to bring in their diamonds every three months for 
inspection, cleaning and mounting repairs. Suggestions 
are made to the owner for better upkeep if necessary, 


TRUST MEANS WORD-OF-MOUTH ADVERTISING 


The best proof of this quiet merchandising program 
can be found in an incident which occurred last year, 
A young man was brought into the Kortz store by an 
employee of a local automobile agency. He bought a 
$450 engagement ring within an hour. “The automobile 
agency employee had bought a ring from us some time 
before and was so pleased with its value and the trade. 
back offer that he sold his young friend on buying a ring 
from us,” Kortz said. “This old customer trusts us 
implicitly for diamond values and he passed his enthusi- 
asm along to his friend. Diamond merchandising tech- 
niques built on this principle are the best under all 
circumstances. ” 
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610 FIFTH AVE., Rockefeller Center, New York 
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C omprehensive selections 


of fine Gems .. . loose or 
in distinctive mountings 
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Coordinated Merchandising 


(From page 69) 


with smaller plates, which she explains is the generally 
accepted practice. The cup and saucer are also displayed 
‘, the shadow box to show the setting against various 
cloths and mats. The department has four completely 
set tables, one large dinner table and three tables for four 
settings. In addition to these large tables, four smaller 
corner tables are used to show a greater number of pieces 
than the dinner plate, cup and saucer shown in the 
shadow boxes. The table settings on these corner tables 
can also be used to highlight contrast. 

By having one piece of each silver pattern carried by 
Wright, Kay’s always in the department, salespeople are 
able to coordinate china and silver, and in some instances 
stemware. Coordination is especially important in view 
of the store’s policy of placing emphasis on the merchan- 
dise itself for selling. China and glassware displays have 
been set-up in the other departments to introduce the new 
section to the customers. Later the firm believes this co- 
ordination will prove to be beneficial in all departments 
because a customer will be aware that they can buy every- 
thing but linens for the table at Wright, Kay’s. 


COLORS ACCENT MODERN FEELING 


The department itself uses deep yellows and browns to 
heighten the modern feeling and give a rich setting ap- 
propriate for the fine china and glassware. In contrast 
to the inlaid linoleum used in the adjacent gift sections, 
the new china and glassware department is carpeted with 
a light brown floor covering. The use of carpeting helps 
to make a distinction between the three sections and at 
the same time contributes to a feeling of permanence— 
suitable for the merchandise and the carriage trade pa- 
trons. Yellow leather chairs are placed at the entrance 
of each section to allow customers to rest. debate about 
purchases, or merely look. The architect has divided the 
three sections by using a curved artificial wall in the 
center room and square shadow boxes at both center 
entrances, giving a straight line and a curved break— 
again pointing-up the modern theme. By using contrast- 
ing fixtures, the room is given an appearance of depth. 
size, and division, relieving the bare unplanned look 
which would otherwise exist. The cedar shadow boxes 
also contribute to the modern design since they are 
divided into sections, with six across and six deep on the 
corners, eight across and three deep in the center, and 
five across and three deep on the far end, near the wall. 


MERCHANDISING BY DISPLAY 


Attention to architectural detail has been important in 
merchandising by display. The over-all effect invites a 
perusal of the merchandise similar to the study a patron 
of an art gallery might give a fine painting. Mrs. Zuber 
explains that frequently a regular Wright, Kay customer 
will not make a purchase of china or stemware on their 
first visit. But, they will come in again or telephone an 
order later because the atmosphere of the department is 
keyed to an invitation—to linger and return. The ulti- 
mate result, fortunately, is sales, often larger than if they 
had been rushed. 

The department itself is at the back of the fourth floor. 
but the management feels that the location will not be a 
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= above is only a part 
of the vast Jacco line of crosses, 


lockets, diamond mountings 
and wedding ring sets, cuff 
links, ladies’ stone rings with 
genuine, synthetic and imita- 
tion stones, men’s stone rings, 
signet rings, tie slides, spray 
pins, cameos, brooches, wed- 
ding rings, chatelaine pins, 








Miraculous Medals, boys’ and 
babies’ signet and stone rings, 
earrings, chains and pendants. 
Almost all are available in 
great variety of styles, sizes 
and prices, boxed or carded. 
In 10K and 14K gold, white 
and yellow. Investigate by writ- 
ing now for full information 
and extremely popular prices. 


Consult Your Wholesaler. 


NEWARK JEWELRY 
MANUFACTURING CO. 


18-20 Columbia St. 


Founded 1905 


Newark 5, New Jersey 
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disadvantage because a customer who is looking for china The many favorable comments about the displays testify 


or stemware will generally go directly to the department. to the success of the attention to eye appeal and continyal 
They also point out that a china or dinnerware depart- change. 
ment in a jewelry store is not common, which should be awe the opening of the department there have beep 
an advantage for Wright, Kay’s from the standpoint of occasional evening meetings to instruct the girls about 
interest. the merchandise. Mrs. Zuber, another store executive. 
or a representative from a china firm usually conduct the 
NATURAL TIE-IN WITH SILVERWARE meetings. The initiation of the meetings was based on 
The tie-in with sterling and hollowware is a natural the old but important sales principle, that the person 
one, particularly for the bride and her guests. This who knows his merchandise sells his merchandise. 


natural relationship is partially responsible for the store’s 


introduction of a Bride’s Consultant for the first time. PERPETUAL STOCK INVENTORY 


The club plan has been introduced in the china and stem- A detailed perpetual stock inventory is used, with x, 
ware department too for the members of the sterling club y. Z, to designate the various stages and a system of addi- 
plan, although the store’s advertising has not featured it. tion and subtraction keyed to quantity. Large ledger sheets 
Personal letters have been sent to the sterling club plan are used in preference to the popular stock control card 
members, announcing the opening of the department and which the management considers impractical. By using 
inviting them to make their purchases on the familiar the larger sheet they are able to follow the monthly pat- 
club basis. Reaction to the letter has been excellent and tern of the various china patterns without having the 
may eventually be expanded to cover ads. control get too unwieldy. 

Mrs. Zuber places the responsibility for making the A two-column, 10 inch ad was run every day during 
merchandise move directly with the buyer. The entire the first week the new department opened, varying the 
floor display is changed every six weeks to give regular style from institutional, semi-institutional, and merchan- 
customers the impression of “new and different” mer- dising type ads. The first ad featured an idealized draw- 
chandise. Although the buyer assumes the greater part ing of the department, which was accurate in detail but 
of the responsibility for arranging her tables, each girl stereoscoptic in approach. Readers were invited to visit 
helps “do a table.” This is considered important to ob- the department in simple and short copy. The second 
tain a fresh approach and to maintain high morale among ad was also along an institutional vein, although prices 
the staff. New sales people assist the more experienced were given on the pictured merchandise. The shadow 
clerks in setting up a table to get acquainted with the box theme was used in this drawing, showing both crystal 
merchandise snd to get the feel of poops arrangement. and china. 








COMING to NEW YORK for the CONVENTION i in AUGUST? 


For Choice Accommodations, Convenient to 


Convention Headquarters, Plan to Stay at the 
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FROM RADIO CITY 























The 23-story Abbey is located in the very heart of the great 
metropolis, close by Times Square, Madison Square Garden, Fifth 
Avenue’s world-famous shops, the theatres and the night clubs. 
| Only the finest of foods and beverages are served in the 
i Abbey Hotel’s spacious air-conditioned dining rooms and cocktail 
| lounge. All guest rooms have a private bath and shower, radio 
| | and circulating ice water. 

Rates are notably reasonable—starting from $3.50 per day, 
single, and $5.50 per day for double room—varying with the size 
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1 | and location of rooms. 


Please Write ...or Wire... as 
Early as Possible for Reservations 
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China and stemware patterns were grouped together in 
the third selling ad, which like the other two, ran in the 
Detroit News and The Detroit Free Press. Quality mer- 
chandise and the leisure of shopping was emphasized in 
the copy. Although the ad does a selling job, it also 
mentions atmosphere, pointing out in the last line that, 
“expert advice is yours, if ycu wish.” 

In addition to the newspaper advertising, personal let- 
ters were sent to the customers, and another letter to 
Detroit business people inviting them to the department. 
A preview tea was used to promote visits from business 
executives and members of the local press. Wright, Kay’s 
used the promotional idea to encourage wives to visit 
the department by presenting women guests with a ster- 
ling silver letter opener and a ticket to the men. 

The ticket read, “Please give this ticket to your wife, 
and have her visit the new china department which you 
have just seen. We would enjoy presenting her with 
an appropriate souvenir of her visit. Thank you.” 

The gift item was used exclusively in connection with 
the promotional tea and cocktail party. 

Word-of-mouth advertising, newspaper advertising, 
and the preview party created a great deal of traffic after 
the department had just been opened. Wright, Kay’s 
policy emphasizes personal following in all departments 
which has been a help in stimulating interest. However, 
eye appeal and consistent rotation of merchandise have 
been important factors in building up interest in the 
adjacent Modern Room. These same principles will be 
the basic ones used for the new department which is 
planned to merchandise by display. 


“thank-you” notes... 


° ° ; 
Vacation-Time Windows 
(From page 75) 

with white satin for displaying rings and other jewelry 
items. By cutting narrow slits through satin, padding 
and cardboard with a sharp knife, the two center hearts 
can be made to hold a selection of wedding and engage- 
ment rings. This is a simple and inexpensive device for 
displaying the rings, but if you prefer, you can have a 
regular covering job done. Properly finished slots will of 
course wear better, but for a temporary showing, simple 
hand-made slits can be made to serve. A grouping of 
gifts for the bridesmaids and one for the ushers is shown 
on either side. A bride’s bouquet completes the center 
grouping with an usher’s boutonniere and a bridesmaid’s 
corsage placed with the other two groupings. The love- 
birds which hold the copy ribbon and cards in their 
beaks, can be cut from heavy white paper or you can 
purchase stuffed or papier mache birds. 

The bride’s gift record is featured in giant size in the 
second sketch of wedding suggestions. Your show-card 
writer can make up a suitable “book” which is attached 
against the background. In the foreground of the win- 
dow, the bride’s “desk” is set-up for the writing of 
with desk pad, stamp box, photo- 
graph in silver frame, pen and note-paper with a few 
notes written or partially written for the curious passerby 
to scan. Everybody likes to read other peoples’ letters! 
Suitable gift suggestions in silver, china and crystal are 
arranged around the little “desk” set-up. 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 











illustration is Model 
No. 276. Stands 76” 
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Whittington Chimes. 


Send for catalog 
showing the full 
range of models. 





SMw==I OL = 
(Fes 8 | 8 7" 





nut 









Cathedral 
Chimes on 
Tubular bells, 





NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 


FOR JULY, 1950 


103 






































unique MASONIC RING 


Introduced ’way back in January, this 
emblematic innovation wins enthusiastic 
new acceptance each month. 


Get on the bandwagon—order NOW— 
get your share of worthwhile sales 
and profits. 


On Display— 
Convention Booth +76 


Ring is custom made heavy 14K 
gold with raised edges to protect 
emblems. 1 to 10 emblems enameled 
in color on initial order. 


Wefferling Berry & Co. 


8 Rose St., Newark 8 N. J. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 


Quality Cultured Pearls 





Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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Catalog Will Speed Up Watch Repair 


Three years in the making, a new 300-page catalog pro- 
viding keys for ordering Swiss watch parts has just been 
published by Henry Paulson & Co. It will be welcomed 
by watchmakers for its time and labor saving qualities, 
With the information this book provides it is no longer 
necessary to remove the hands and dial of a watch in 
order to determine the make and model of the movement. 

Not only has the old method of identifying a watch 
by its setting part proved unsatisfactory, it has not been 
positive. This because setting parts are now duplicated 
in many Swiss movements which do not have other parts 
interchangeable. However, the setting bridge is alsp 
illuctrated for the watchmaker’s convenience. 





To use the catalog, an index on the cover makes it 
easy to find quickly the size and movement desired; an 
additional index inside gives the name, size, and page 
where the movement may be found. In each different 
ligne (size), movements are placed in their proper nu- 
merical order according to the factory and _ caliber 
number. 

Another asset of the catalog is the illustrations which 
picture enlarged reproductions of watch parts including 
automatic, sweep second, and chronograph parts. Below 
the pictures of the movements is found the correct meas- 
urement of the main spring in both Dennison and metric 



































An added feature of the 


catalog is that it may be 


always kept up-to-date. Reproductions of new models 
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will be sent to catalog owners as they are received from 
Switzerland. These will be printed on gummed, per- 
forated stock and marked with the correct square and 
page on which to place them. | 7 

Swiss models such as AS, FF, ETA, FEF, FELSA, 
VENUS, MST, and BUREN occupy more than 200 pages 
of the book in addition to many pages devoted to Bulova, 
Gruen, and Longine movements. Over 150 different 
chronograph movements are cataloged. 

Each copy of this efficient catalog, spiral bound to 
lie fat when opened, is numbered and will be registered 
in the jeweler’s name. It is covered with heavy durable 
stock. Printed in three colors, it has a protective coating 
to keep it clean. 

Copies will be made available by Henry Paulson & Co.., 
37 S. Wabash Ave., Chicago, Ill. A certain limited 
quantity will be distributed at no charge. Additional 
copies will cost ten dollars. 





Customers at Ease 


(From page 84) 


Lechenger's are doing a smart volume with men’s 
diamond wedding rings. And this is because they show 
them, talk them. 

Lechenger’s do not confine their diamonds to the less 
expensive ones. But here the demand for high priced 
diamonds is among the older set who buy them mostly 
for anniversaries. As a rule, by the time customers in 
this category are ready to buy a diamond that runs up 


into the thousands they have an established source of 
supply. Making those contacts during the engagement 
ring buying period in their life is the best assurance of 
that business when the customer grows into it. 

“Diamonds,” said Merz, “are a symbol of love. And 
n merchandising them you can’t divorce them from 
sentiment and romance. Trying to reduce them to their 
cold, impersonal value results in an impersonal presenta- 
tion. The appeal of diamonds is strickly an emotional one 
as far as the customer is concerned. And you must re- 
main on the customer’s level. And the average customer 
is going to be more impressed with appearance than 
with abstract terms of quality. A reputable house’s mer- 
chandise is accepted without question. While there’s no 
substitute for quality, quality alone doesn’t necessarily 
please individual taste.” 

As newspaper ads are geared to current demand, so 
are the rings in the window displays. And, here again, 
the rings are sectionalized into price groups. It has been 
found that the shoppers only look at the rings within the 
price range they want to pay. Sectionalizing them, then, 
makes it easier for the customer. 

Advertising and displaying the rings within the cur- 
rent demand has paid off for this firm. And by following 
this routine it takes the mystery out of preparing ads 
that will click! 


eee 





Free transportation via interurban trollies and busses 
are offered to shoppers on sales days in one eastern com- 
munity. This offer is good only for those living in a 
certain prescribed rural shopping area. 
































t CATCHING BEAUTY .. styled for the Ear 














A 


#4628 














MEMBER 


on TT) 


















FOR JULY, 1950 


Distinctive designing and quality 
craftsmanship mark these 14K yellow 
gold diamond drop earrings as exclu- 
sive Church creations. 


Take advantage of their sales-com- 
pelling appeal and increase store 
traffic, too, by ordering now. 












G JEWELERS 


N ew ark 5 ’ N . ; : Trade = Registered 
nited States an 
Gem Society . iy 


MANUFACTURIN 


9 Garden Street, 
Member American 






105 












ANRJA Convention 


(From page 77) 











Monday Evening, August 14 


8:00 P.M.—Opening Session of Convention in Ballroom, 
Park Lane Hotel, Park Avenue and 48th Street, just 
one block from Waldorf. Chairman—Kenneth I. Van 
Cott, Binghamton, N. Y., President, ANRJA. Ham. 
mond Organ Music by Reginald Smith, Long Island 
City. 

The National Anthem. 

The Invocation. 

Introduction of Guests. 

The President’s Message—Kenneth I. Van Cott. 
Address: Prominent speaker—detailed announcement 
later. 


10:00 P.M.—Social Hour—Music—Refreshments. 














Tuesday, August 15 


9:00 A.M. to 9:00 P.M.—Exhibits Open. 
9:00 A.M. to 8:30 P.M. — Registration, Second Floor, 


NEW CHARM DISPLAY 
Lexington Avenue side. 


by | 10:00 A.M.—Convention Session—Norse Grill, Lobby 
Qisher Floor, Lexington Avenue side. 
Convention Theme: “More Profit Through Better 
| | : Merchandising.” 

eS ee eee 10:15 52s tdiveie: Fen Doscher, Vice-President in 

; Charge of Sales, Lily Cup Company—President Sales 

J. M. FISHER COMPANY, Attleboro, Mass. | Executives Club, New York City. 

11:00 A.M.—“Know Your Merchandise’—Robert G. 
Crowningshield, Acting Director, Eastern Headquart- 
ers, Gemological Institute of America—Director, Gem 
Trade Laboratory, New York City. 

11:25 A.M.—“Use Fashion in Selling”—Martha Percilla, 


of Jewelry Industry Council. 
A New Vtock of 12:00 Noon—‘Fashion Jewelry” (Karat Gold) Oscar 
pected Kind, Jr., S. Kind & Sons, Philadelphia, Pa. 
12:15 P.M.—‘‘Fashion Jewelry” (Gold Filled, Gold Plate, 


Costume) speaker to be announced. 


12:30 P.M.—Preliminary announcements of Convention 
Committees—Nominations: Hoyt T. Purvis, Jonesboro, 


Arkansas, Chairman; Resolution: Maurice Adelsheim, 


display. It's FREE. Display charms NOW —they ‘are selling. 




















Sr., Minneapolis, Chairman; Credentials: Frederic W. 


—AT NEW, LOW PRICES-— | Roedel, Utica, N. Y., Chairman. 


Adjournment. 


| Wednesday, August 16 


& 
Orders accepted : Necklaces | 8:00 A.M. — Breakfast Conference. ANRJA Executive 


from — Committee and ANRJA National Advisory Council— 
siaindaiiies All Sizes and Grades from Maurice Adelsheim, Sr., Chairman—Palm Room— 
and importers. % $30 to $5,000, Keystone 18th Floor, Park Avenue side. 
tamediate 1 10:00 A.M.—Convention Session—Norse Grill, Lobby 
oe Floor, Lexington Avenue side. 
delivery from one ; D 
of the largest Mil Loose Pearls 10:15 A.M.—Hamilton presentation—American Watches. 
eam z 10:30 A.M.—Elgin presentation—American Watches. 
From 3 to 10 MM., All Qualities | 10:45 A.M.—Imported Watches—Watchmakers of Swit- 


in the country. 











Memorandum selections sent on request zerland. 
11:15 A.M. — Diamonds — Milton Gravender and Leo 
Be & Mi Kaplan, of Lazare, Kaplan & Sons, New York. 
ip iB LTU R E Ee p KE AR L 11:45 A.M.—Sterling Silversmiths’ Guild of America— 
IMPORT COMPANY Rodger Harrison, Executive Vice-President. 


12:15 P.M.—Announcements. 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 2:30 P.M.—Conferences of Secretaries—National Sec- 
PLaza 3-3891 retary Charles T. Evans, in charge. 
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Thursday, August 17 

10:00 A.M.—Convention Session—Norse Grill, Lobby 
Floor, Lexington Avenue side. 

10:15 A.M.—‘“Fair Trade—The Need for Better Appre- 
ciation of Its Advantages.” 
Address Morris Mermey of Baldwin & Mermey, Public 
Relations Counselors, Director of Bureau of Education 
on Fair Trade, New York City. 

10:45 A.M.—Business Meeting. 
Reports of Committees. 
Secretary's Report—Charles T. Evans, New York. 
Treasurer's Report—Hoyt T. Purvis, Jonesboro, Ar- 


kansas. 
Report of Resolutions Committee—Maurice Adelsheim. 


Chairman. 
Report of Nominations Committee—Hoyt T. Purvis. 
Chairman. 
Election and Installation of Officers. 

12:30 P.M.—Meeting of Executive Committee 
and business session. 


8:00 P.M.—Convention Banquet. 





Luncheon 





Summer Fashions 


(From page 71) 


point by suggesting a variety of ways to wear them. We 
list 10 suggestions—perhaps you will think of others: 
(1) As pocket pins ...... adding new points of interest 


(2) On handbags ...............like jeweled flowers 
(3) Ge MUOVES . cc eden. for wrist prettiness 
(4) On belts . . ..replacing buckle beauty 
(5) On hats .. .for dramatically individual decorations 
(6) On searfs ............... for center of attraction 
(7) On ascot ties . _.........for a lovely accent 
(8) For high neckline closing ......... chastely lovely 
(9) For low necklines........... emphasizing contour 
(10) On velvet choker........... pin assymetrically 


Walter Lampl, Inc., has beautiful fall lines both in 
precious jewelry and in costume jewelry. There is true 
romanticism in the rich designs, and exquisite blends of 
jewel-color create a lovely feeling of “Renaissance” 
jewels. In some of the rings, for instance, a great purple 
amethyst is surrounded by shimmering cultured pearls; 
carved Oriental green jade rests opulently in a setting of 
glistening gold; clusters of opals like star-bursts have 
separate settings for each lovely jewel; and cultured pearl 
clusters, in setting of gold, mirror each pearl against a 
blue enamel background! 

Mr. Lampl brought out a set of colorful scarab jewelry 
in a setting of 1/20-12 kt. gold which has been in such 
great demand during the summer, it is to be included in 
the fashion showing for fall. The spray pin and matching 
bracelet are each formed of five handsomely carved scar- 
abs and these are joined in the bracelet by double links 
of gold. The scarab jewels are carved in clear crystal, 
green onyx, lapis-lazuli, red carnelian, and yellow tiger- 
eye. The earrings are green onyx framed in gold. 

The sear:.b has been “carrying-over” as a favorite in 
jewelry fashions in a time drift of centuries that adds up 
to thousands of years. The Egyptians were the first to 
treasure it and they believed the scarab a powerful symbol 
that could ward off all the evils of life. 

No Egyptian would be caught (dead or alive!) without 
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Pacing the Progress 
of the World... 


For Over 60 Years RACINE 
has specialized in FINE 


TIMERS 





Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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WATCHES 





Meas FINE SWISS 


ny yore 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 











Be Prepared for EXCISE 
TAX CUT... check your 
stock of Arch Crown Tags 
now. 


Made of Plastic, Metal or Parch- 
ment, for jewelers, watchmakers 
and opticians . . . Made in attrac- 
tive harmonizing colors. Easy to 
apply ... just snap on. 


Markings are clear and permanent 
. .. not affected by cleaning solu- 
tions. 


Write for SAMPLES and Catalog 
on full line. 


ARCH CROWN TAG CO. 
279 Halsey Street 
Newark 2, New Jersey 
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his scarab jewelry. He wore them not only upon his 
son, but set into the walls of his house, into the rte 
and even into the furniture. When he departed this life 
for the next he still carried with him a goodly suppl ; 
scarabs, for it was the custom to scatter hundreds of i 
through the windings of the mummy cloths. Historian, 
believe these were intended as fees to be paid to the door 
keepers of the next world. 

All of this, because some five thousand years ago, 
little beetle crawled in the sand beside the river Nile wd 
was reverenced by a people who believed that only a male 
beetle existed! The Egyptians believed this beetle was 
responsible for laying the eggs and for the propagation 
of this kind and so it became identified with a powerful 
Egyptian god, Kheperi. 

Kheperi was supposed also to be self-begotten and was 
typified by the rising sun, born anew each morning. Al] 
people love to know the background stories of the jewelry 
they are wearing, and you can tell your customers that the 
real meaning, hidden within a scarab today, dates back to 
that ancient time, and is still a promise of rebirth, and of 
everlasting life. 

A few days ago I went to see the handsome results of 
the remodeling work completed recently by the jewelry 
store of S. Kind & Sons in Philadelphia and to chat with 
Oscar Kind, Jr. 

This store has been doing some outstanding work with 
fashion and Mr. Kind and I were completely en rapport 
when he said: “Fashion is tremendously important to a 
jeweler and should be used by the entire jewelry industry 
in every way possible!” 


“FASHION'’—NOT "COSTUME" JEWELRY 


The term, “Costume Jewelry,” is no longer used in this 
store. Instead, they speak of, “Fashion Jewelry” which 
they consider a term more pertinent to merchandise which 
is subject to swift changes in fashion. An entirely new 
department has been created for “Fashion Jewelry” and 
it occupies an impressive section directly to the right of 
the entrance and prominently opposite the diamond de- 
partment. The walls of the Fashion Jewelry department 
are paneled in blue, and jewelry is hung on the walls 
against a framed background of rose-beige cloth. It is 
beautiful! 

A Fashion Jewelry window has been added in the at- 
tractive vestibule of the main entrance and the newest of 
jewelry styles and the finest gold-filled pieces are shown 
here at all times. 

Directly in the middle of the store a circular opening 
has been cut dramatically from a mezzanine balcony to the 
ceiling and is painted in a soft maroon. Centered be- 
neath this color-rich dome are displayed cases showing 
fine gold jewelry, and in the center front, directly facing 
the doorway, the display is changed each week to stimu- 
late customer interest. Fashion and progressive thinking 
are really working in this store! 

There are many ways in which fashion can be put to 
work for the jeweler. Each time you use fashion in your 
selling you are adding weight to material showered upon 
your customers through the combined mediums of radio. 
newspapers, mailing pieces and national magazines! 
Money would not be spent to spread fashion through 
these powerful mediums unless fashion always paid off! 
Fashion does pay, because women want it. 
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Library Silver Exhibit 


(From page 75) 


ployed were also included in the displays, showing that 
the methods of producing the hand-made works of art 
are the same today as they were in the times of the ancient 


Guilds of England. 


DIVERSIFIED USES OF SILVER SHOWN 


The displays of modern silverware were arranged to 
show the public how hollowware can be used for more 
than one purpose. For example, a silver pitcher may be 
used for flowers as well as for serving, or will brighten 
up a corner of a room merely by being placed on a table. 

The success of both the exhibit in the Public Library 
and the Jewelry Industry Council’s “1950 Silver Parade” 
in Mount Vernon were enhanced by the coordination of 
the two events. The local jewelers had extensive window 
displays using the theme and material of the Council’s 
“1950 Silver Parade.” Residents of Mount Vernon not 
only became more silver-conscious, but appreciated the 
educational value of the exhibit. The principals of the 
two Mount Vernon high schools received invitations to 
bring school children to the exhibit, thus giving custom- 
ers-of-the-future an opportunity to see that silver-making 
is an old and respected art and that silver products are 
useful and should be treasured. 

The Mount Vernon Public Library authorities were 
highly enthusiastic about the exhibit. The head librarian 
has told the Council that she intends to write an article 
on it that will receive wide distribution among public 
libraries. 

Many libraries throughout the country are not only 
willing but anxious to cooperate with local business in- 
terests in staging exhibits of this nature. Just as the re- 
tail jeweler is interested in building store traffic, so is 
the library interested in exploiting its facilities to the 
local townfolk so that when next year’s appropriation is 
under discussion, the librarian can point to the increased 
interest in its services. 


WIDENS JEWELER'S PROMOTIONAL SCOPE 


On the jeweler’s part. the exhibit opened a new outlet 
for projecting his scope further beyond the walls of his 
store in a manner that adds dignity and tone for his 
establishment as well as the merchandise he sells. All 
three jewelers who participated in the Mount Vernon ex- 
hibit were loud in their praise of the undertaking. As a 
means of exhibiting their merchandise on a cultural level 
and educating the public on the functional and diversified 
uses of silver, it fostered a wider appreciation of silver- 
ware and created general sales interest. 

While an exhibit of this nature is particularly adapt- 
able to tie in with the several industry-wide promotions 
of the jeweler’s lines which are sponsored by the Jewelry 
Industry Council, they are good any time and for any 
of the different lines carried by the jeweler. Working 
with the people of his community and local institutions— 
library, school or church—jewelers can organize educa- 
tional exhibits of this nature that are not only good ad- 
vertising, but will serve to make them better known in 
their community and, because of the interesting and edu- 
cational nature of such exhibits, bring them the good will 
of the local public—their potential customers. 
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rene | Since the “Gay Nineties,” 
| Aisenstein & Gordon ser- 
vice has been a tradtition 
that has won us the 
loyalty and friendship 
of jewelers everywhere. 
Not just ordinary ser- 
vice, but SPECIAL 
service that enables 
you to make prom- 
ises and KEEP 
them—that’s what 
you get when you 
oe deal with A & ©. 
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@ Seeland Watches @ Shiman Mfg. Co., Inc. @ Arctic Aire Fans 
@ Community Plate @ R. F. Simmons Co. @ Polar Cub Fans 
@ 1847 Rogers Bros. @ Speidel Corp. @ Rival Appliances 
@ Wm. Rogers & Sons @ Louis Stern Co. @ Rolls Razors 
@ Tudor Plate @ Van Dell Jewelry @ Flint Carving Sets 
@ Anchor Rogers @ Ronson Lighters, etc. @ Carvel Hall Cutlery 
eer _ @ Herschede Hall Clocks 7 siete BA 
@ Foole Silver Plate @ Ingersoll Clocks & Watches 
@ Phyllis Jewelry @ Ingraham Clocks & Watches © Ekco Pressure Cookers 
@ Forstner Jewelry @ Revere Hall & Chime Clocks © Ekco Cooking Utensils 
hs or Ay Ragga Co. = @ Seth Thomas Clocks 
* ; @ Telechron Electric Clocks 
@ Carmen Bracelets @ Westclox Clocks & Watches 


@ Deltah Pearls 

@ Excell Mfg. Co. 

@ Finberg Mfg. Co. 
@ Irons & Russell Co. 


@ Hamilton Beach Appliances 
@ Manning-Bowman Appliances 
@ Schick Electric Shavers 





@ Iskin Jewelry @ Sunbeam Appliances 

@ Jacoby-Bender, Inc. @ Toastmaster Appliances 

@ Marathon Co. _ @ Waring Appliances 

@ Marvella Pearls @ Samson Rubber Blade Fans 


The 1950 A&G Cata- 


FINE JEWELRY © DIAMONDS © TOILET WARE tos—out it to wore 
A COMPLETE LINE OF FINE STONE RINGS and profits for you. 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
Phone: WAInut 2-3995 
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‘Synthetics’ 














| 
JEWELRY D O U GC L A S WATCHES | 
| 
COSMETICS NOVELTIES | (From page 90) 
| 
TOILETRIES OPTICAL GOODS 


YOUNG inc. 
* 








_ recipe whose composition matched the elements and pro- 
portions chemical analyses had shown to be present and 
_cook them up in a furnace. Others tried to actually melt 
chips of natural stones into a single large mass. Chemical 
. | separation from solutions were attempted, and we all 
— i recall Moissan’s well-publicized, but unsuccessful, attempt 
to make diamonds in the new electric furnace by dis. 
solving sugar in iron and dropping the molten metal into 
_ water to freeze quickly. 

All of these investigations had two goals; to produce g 
<i more durable and better looking substance for the jewel- 
ers, and to make it available at a price within the means 
of ordinary people. One wonders, however, if Verneyj| 
would have felt that he had done such a great service to 
the public with his invention of the successful process for 
the manufacture of synthetic sapphires and rubies had he 
known at what prices they would sell only a few years 
later. 


MANICURE SETS 





A 





: Douglas Young Inc. are famous as creators of = yq ComPARISON WITH GLASS IMITATIONS 
‘ Outstanding Boxes, Transparent Displays and Dis- tone 
-_ tinctive Packaging possessing unusual eye-value, in- With this background explained, it is clear that there 
creasing consumer acceptance. should be no confusion between ordinary glass imitations 

Spring hinges, exclusively patented, plus supe- | and synthetics. Synthetics usually come nearer to the 
rior craftsmanship combine to satisfy the most fastidi- | most desirable color. One needs only to compare the 
ous buyer. Estimates, samples and service of highest price of Siamese and Burmese rubies to see how im- 
standards invite your early inquiry. portant a very slight tint of color can be to the value of 


DOUGLAS YOUNG INC. e 110 KENYON AVE. PAWT. R. LL @ Stone: and in ruby, even the proper orientation of the 
| table is of great importance. Hence, first, we find in the 





_— o_o —* 


a 





G _ synthetics a closer approximation of the exact shade of 
! color that is considered most pleasing. Second, the bril- 
| ‘ 4 WRITE _liance of the stone is of importance. No hard practical 
| Superior | FOR _ glass is available that has a refractive index to match that 
| MAKERS O CATALOG. _ of the sapphire-ruby group. Consequently, the fire of the 
3 e natural stones cannot be found in the glass imitations. 


Lastly, one may speak of the durability. The sapphire 











NECKLACES -—  « . : 

family is the second hardest of the jewelry stone family, 
BRACELETS | | il ° | . . > . . . h 

Be _ while glass, particularly high index glass, is rather soft. 
| Glass imitations obviously, left much to be desired. 
. percents | Doublets, though expensive to make, had at least the 
ah tgs KEY CHAINS —__ greater hardness that a garnet top imparted. But none of 
ACTUAL SIZE WALDEMARS | the imitations was satisfactory and men continued work- 
CUFF LINKS | ing to reproduce artificially the natural compounds, in 


THE CLIPS order to get for their stones the desirable qualities that 
& the natural compositions gave. The successful, com- 
mercially practical, production of synthetic rubies and 
sapphires was a great achievement; the first of an im- 
pressive series of improvements in raw materials now 
_ available to the jeweler. 
| At the beginning of the war, there were synthetic corun- 
_dum gems and synthetic spinel gems on the market. All 
' sold, as rough, for a few cents a carat; the corundum 
series included reds, blues, pinks, yellows, “alexandrite- 
| types,” violets, greens, white and oranges. The closely 
related magnesia containing counterpart, spinel, was a 
| little softer and added a few other colors to the series, 
mostly in the pastel tints, and was often marketed under 
the misleading terms “synthetic aquamarine,” “synthetic 
zircon’ and the like. Since the term synthetic means, as 
was explained, an exact reproduction of the natural sub- 
stance, the only difference being that it was man-made, it 
should be obvious that it is quite inadmissable to ever 








WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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yse such a name as ‘synthetic aquamarine” for a compo- 
sition that is not that of aquamarine. It is this indis- 
criminate usage of the word that has been instrumental 
in giving synthetics the careless regard that is now cost- 
ing the jeweler money. | | 

With the war the picture on synthetics changed. Ameri- 

cans went into the manufacture of synthetics for indus- 
trial purposes (bearings and the like) and promptly made 
«ome improvements in the process. Since this produc- 
tion was for wartime instruments, the jewelers’ supply of 
synthetic jewelry stones was cut off and the left-over 
stocks of doublets came out of storage and helped every- 
body out. With the end of the war the European produc- 
tion returned to the American market, and the American 
manufacturers supplemented it. It would not be an exag- 
geration to say that the market was well supplied. 

However, American scientists were not sati=fie! to 
compete in such a circumscribed market and started out 
trying to find new products to offer the jeweler. The 
first to be announced, and in many ways, the mosi start- 
ling of these was the synthetic star, developed by the 
Linde Air Products Company. This was a magnificent ac- 
complishment, but one for which the jeweler was not pre- 
pared. Subsequent new developments have evoked no 
more enthusiasm and the blame lies, not with the cus- 
tomers, but with the jeweler. The jeweler, having traded 
in nominally-priced synthetics for so long, buying at 
prices that often represented a very small proportion of 
the selling price of the whole manufactured piece of 
jewelry, was often not prepared to pay the price for the 
new stars, which are expensive, and which cost consider- 
ably more than the mount. This reluctance is not en- 
tirely his fault; he is naturally hesitant to stock and sell 
an item that so far as he was informed might have been 
made for a fraction of its selling price. Until he can be 
assured that he and his customers will not be offered the 
same thing a few years hence at a much lower figure, he 
cannot be expected to jump into the synthetic star busi- 
ness with both feet. Nevertheless, if he does not show the 
new stars he may be overlooking a good bet, for there 
are many well-informed people among his customers who 
have found more interest in the new stones than the 
jeweler seems to feel. As a scientific achievement, a doing 
of the impossible, there is great charm in the new star 
stones. For those who like the asteriated effect and who 
love stones for their own sake, without regard to buy- 
ing and selling prices, it must be said that the stars are 
usually more uniform and symmetrical than the natural 
stones they duplicate. 

The granting of a patent on the process of manufacture 
to the Linde Air Products Company has made public 
information on the methods of treatment which produce 
the star and should now give the public and the jeweler 
more confidence in the permanence of the value of these 
stones. (See JC-K for May, 1950, page 116.) 

Secrecy still surrounds the manufacturing process in- 
volved in the production of the second of the expensive 
new laboratory duplicates of natural stones, the syn- 
thetic emeralds made by Carroll F. Chatham of San 
Francisco. From the hints that have been thrown out it is 
apparent that this too, is a long, slow and even more 
expensive process, fraught with the constant risk that at 
the end of months of work nothing very valuable will 
come out. Chatham’s fine emeralds are mainly small, up 
to the present, but here especially, they can fill a gap in 
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Volo mmelateliatci¢ 
““salesman’”’ 
to your staff 
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VIVIENNE 


Presents the 
**grandmother™' 
in a delightful 
style. Westmin- 
ster Chimes. 71” 
high. Retails for 
$250, plus tax. 


A Revere Chiming Clock, operating in your 
store, sells more than itself. Its authentic 
Westminster Chimes, its eye compelling 
beauty tell an impressive story about your 
excellence in selections, your awareness of 
today’s trends. Strengthen the claims of your 
store as an outstanding shopping center by 
featuring these distinguished clocks. There 
are floor, grandmother, and mantel models — 
all Westminster Chiming — a selection that 
answers every gift or room problem, 


Send for catalog showing the 
wide range of designs. 













West Coast Prices slightly 
higher. 


No. R-937 is a favorite 
mantel model. Westminster 
Chimes. Retails for $48, 
plus tax. 





*% CHIMES OF WESTMINSTER 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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the natural stone market, for small emeralds are com- 
paratively expensive in contrast to sapphire and ruby 
melée. In appearance they have all the qualities of a natu- 
ral emerald—the precise color, the luster, and the soft 
brilliance—and they have the additional virtue of being 
slightly more durable. The responsible jeweler who hesi- 
tates to sell an emerald guard ring for fear that the stones 
will break and be difficult or impossible to replace, may 
well consider the synthetic emeralds, which he can count 
upon getting at need. The cost may be high, perhaps 
$200 for such a ring, but how much less this is than the 
figure for no more beautiful a ring made from real 
emeralds. It is safe to predict that many more will be 
sold at the lower figure than can be sold at the price of 
comparable natural emeralds. 

Lastly, among the new synthetics, we come to a sub- 
stance which proves, without any question, that the public 
is far readier for new stones than the jeweler. This is the 
new synthetic titanium oxide in the rutile crystal struc- 
ture. It suffers in marketability by its name: “titania” is 
a chemical term, “rainbow diamonds” is frankly mis- 
leading and suspect, synthetic rutile not accurate (for 
there is no comparable natural rutile). We need a 
euphonious name for the product, perhaps it will then 
sell better. In any case, it is interesting to note that 
thousands of carats of this material are being cut and 
sold monthly, yet almost none has gone into the stocks 
of jewelers. Since jewelers have not stocked it, and are 
very little informed about it, it is obvious that the jeweler 
is being short-circuited by the “rockhound,” amateur 
lapidary and home setter group, who are supplying it 


directly to the public. Thus, the jeweler is not only losing 
this business, but he is also encouraging the establish. 
ment of a channel for the distribution a jewelry outside 
of his field of activity. By not showing the stones, telling 
the public about them, their good points and their bad 
points (they are brittle and vilutindhy soft) he is losing 
his position as the local authority on jewelry stones, 

The greatest interest in the new synthetic stones has 
been shown by the section of the public that has a sciep. 
tific background. This group is usually better informed 
than the jeweler about the new developments. and they 
are the most fertile and most easily cultivated section of 
the population. They have. without question, accepted 
the new products as being worthy of admiration. They 
appreciate the snlereniling of the laws of physics and 
chemistry that permitted the reasoning that resulted jn 
the star stones. They appreciate the carefully controlled 
equipment for crystal growth, under conditions of the 
greatest purity and stability which lets the synthetic 
emerald crystals grow in the laboratory as they do in 
nature. They realize that till now no compound ever 
made by man or known to man has the combination of 
hardness, high refractive index and strong dispersion 
which marks the titania. They see all of them as prod- 
ucts of the skill of great scientists, as creditable in their 
way and as significant as the great research that produced 
television and radar and released atomic energy. They 
are alive, they know what is going on and are looking 
forward to even greater and more important achieve- 
ments. They are the customers for these new stones. And 
given half a chance the public will follow their example. 








This FREE display has a dozen 
uses for a dozen places in your 
store or window. Handsomely 
made in Weldtex with gray lac- 
quered finish. Lined with rich nude 
repp silk. Size 161% inches high by 
14% inches wide. 





FREE TRIAL 


no obligation 
If not satisfied re- 


turn in 10 days—full 
credit given! 


WEISSMAN 
& FRIED 


Mfers. of Jewelry Displays, Trays & Boxes 
1514 MAIN STREET, BUFFALO 9, N. Y. 














< BUST DISPLAY 


3 PC. SET DISPLAY — 


Your choice of colors in the finest 
silk velvets and crystelles. Bust dis- 
play 9 inches high. 3 pc.set display 
10 inches high. 


ORDER AS MANY AS YOU NEED— SHADOW BOX DISPLAY FREE WITH 
ANY ORDER OF A DOZEN ASSTD. BUST OR 3 PC. SET DISPLAYS 








SHADOW BOX 
DISPLAY 


YOUR CHOICE OF 








OR 


regularly $5.50 each 


NOW 
ONLY $ 3° ea. 
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The Answer to your 


SILVER-PLATING 


Problems 


T 
SW WM, TA, 


NOS Ae 





“, 
SS 
Wes ZS NS 
Fav eV Av AWAY 
Ole T. Potts sez: BRON-SHOE CO. .. . pioneer in baby 
"Look at me... shoe bronzing . . . now offers another 
So bright, no dents! quality service to jewelers ... the very 
Just got plated FINEST in Quadruple Silver-plating and 
By the Bron-Shoe gents. Repairing of silverware, antiques, tro- 
The Ouginal 1 phies, etc. Also ... gold, copper, brass 
BRO OE and nickel plating . . . burnishing and 
om Nu Beautiful polishing. 

PROMPT SERVICE REASONABLE PRICES GUARANTEED WORK 


Send your next job to us for estimate 


BRON-SHOE CO. “wii 


270 E. BROAD ST. @ COLUMBUS 15, OHIO 
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JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 





Write for full particulars 


CHINESE JADE CORP. 





lous 6 East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514__ 











NOW ANYONE 
CAN ENGRAVE RINGS 


UMSIDE! 
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NEW HERMES - poy out of profits 
13-19 University Pl., New York 3 
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KARAT GOLDS 


82 FULTON ST., NEW YORK 7, WN. Y. 
BRIDGEPORT, CONN. @ CHICAGO, ILL. © PROVIDENCE, R. | 
LOS ANGELES, CAL. ¢ TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 





FOR JULY, 1950 








DONT BE FOOLED 


THERE IS 
Only One Niash Patented* Wing Back 





clicks opening 
clicks closing 






Found on the Finest Jewelry 
It has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

*Patented. Design 155,535 


Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St. CO 7-4496-7 New York 7, N. Y. 
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The kneehole desks, shown here 
in the recently remodeled sjj- 
verware department of the Hess. 
Culbertson store in St. Louis, 
are used not only for display 
of sterling but also to augment 
the dignity of silver flatware. 


sxe reo 4 MG 
, = ceases 4 











Ly R. A. LEWIS 





Revamped Department Stimulates 
Sales of Silverware 


This jeweler is meeting post-war competition with a modern 
silverware department that is designed to build up traffic. 





A seated for close inspection of the patterns displayed a few 
N outstanding silver department which has inches below the knee-hole desks’ glass tops. 
been completely altered, both in physical and merchan- In the knee-hole desk cases. Miss Rollinson shows 
dising practices, to meet vastly intensified competition approximately 60 patterns of sterling flatware. These 
from many sources, is that of Hess-Culbertson Jewelry are arranged on rose velvet pads which the store, inci- 
Company, in downtown St. Louis, Mo. dentally, believes gives better contrast for silver than 
Clarence Henry and Miss Marguerite Rollinson, who extremely dark colors, two patterns to a pad. Using the 
head the department, have taken into consideration the (Please turn to page 123) 


factors which did not bother the jeweler in pre-war years 
in laying out the silver department which has been in a 
steady process of evolution over the past three years. 
Some of the pointers which had to be involved included 
house-to-house selling competition by “silver club” or- 
ganizations, heavier promotion of sterling and _ plated 
flatware by department stores and gift shops, plus the 
undeniable “tighter money” situation now at hand. 

All of the old fixtures of the silver department, to the 
left-rear of the Hess-Culbertson store, with the excep- 
tion of a few wall cases, have been removed in favor of 
a series of knee-hole desks, display cases, etc., which are 
arranged for most practical and “glamorous” presentation 
of the 60-odd patterns in sterling and plated flatware 
carried by the department. 

The sterling flatware department resembles a rectangu- 
lar “island” with two low knee-hole desks at either side, 
flanked by full-sized, elbow-height display cases 6-feet 
long at either end. On both sides of the knee-hole desks This section of the silverware department reveals the up- 
are comfortable rows of chairs in which customers are to-date design and modern merchandising methods utilized. 
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—=House beautiful 


BETTER your home...better your LIVING 





A PREVIEW 

OF THE SALES BUILDING 
OPPORTUNITIES TO BE 
FOUND IN 

THE AUGUST ISSUE OF 
HOUSE BEAUTIFUL 
REACHING YOUR BEST 
CUSTOMERS ON OR ABOUT 
JULY 20th 


ADVER-TIES 


FOR EASIER, MORE PROFITABLE 
SALES TIE-IN YOUR FORTHCOMING 
PROMOTIONS WITH THESE FAMOUS 
NAMES FEATURED IN THE ADVER- 
TISING PAGES OF AUGUST HOUSE 
BEAUTIFUL 


SILVERWARE 


26. REED & BARTON SILVER TEA 
SERVICES 
REED & BARTON 


Since the start of its large-space national adver- 
tising campaign on tea and coffee services, Reed 
& Barton reports a considerable increase in in- 
terest in its famous line of Sterling and Plated tea 
ware. Four popular tea and coffee sets are fea- 
tured in the Reed & Barton full-page ad in the 
August issue of House Beautiful. 


27. TOWLE “CANDLELIGHT” 
STERLING FLATWARE 
TOWLE MFG. CO. 


CHINA & GLASS 


28. BLENKO MODERN GLASSWARE 
BLENKO GLASS COMPANY 


29. CRYSTAL BY BRODEGAARD 
R. F. BRODEGAARD COMPANY 


Shown is a heavy crystal vase with narrow ellip- 
tical opening, 314’’ at widest point, manufactured 
by STROMBERGSHYTTAN, SWEDEN. This art glass 
piece, along with others, was selected for ex- 
hibition by the METROPOLITAN MUSEUM OF 
ART, NEW YORK, for its strength and simplicity, 
characterizations distinguishing the work of this 
prominent Swedish glass manufacturer. 


* RUSSELL WRIGHT AMERICAN MODERN 
DINNERWARE 
RICHARDS MORGENTHAU & CO. 


Designed by Russell Wright, hand-crafted by 
Steubenville, American Modern is the pioneer 
modern dinnerware. Real news in this fast-selling, 
consumer-welcomed dinnerware is the introduc- 
tion of ‘Black Chutney,”’ a brand-new rich olive- 
brown color. Nationally advertised on a regular 
full-page schedule, American Modern goes on 
your floor virtually pre-sold. 


FOR JULY, 1950 





PROFIT PRODDER sucusr issue 


FULL OF PROMOTABLE HOME ENTERTAINMENT FEATURES 


August House Beautiful accents 
entertaining . . . automatically spot- 
lighting novelty glassware, china, 
flatware, etc. Use this dramatic buffet 
setting (one of the many features 
adaptable to your business) to pro- 
mote the products it highlights .. . 
prod your summer profit. The 
golden-hued flatware from Dirilyte 
Co. of America, Kokomo, Ind.; 
Franciscan “Palomar” dessert plates, 
Gladding, McBean & Co., Los An- 
geles, Cal.; bowl, Mottahedeh & 
Sons, New York, N. Y.; lighter and 
cigarette container, American Safety 


Razor Co., Brooklyn, N. Y. 


PULL 


House Beautiful has ideas in every 

LAMPS issue which pull customers into your 
31. TOWER LAMPS store ... ideas for you to capitalize 
COWES LA COME on at the point-of-sale. Every month 


MIRRORS well preview them for you in 
4. PITTSBURGH PLATE GLASS MIRRORS J. C.-K. so you can make prepara- 

PITTSBURGH PLATE GLASS CO. tions in plenty of time. Watch for 
them! 

















CANDLES 


30. TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO. 





* No counter card available. 


Send for your FREE House Beautiful JC Aug 
Window and Counter Display Card 
this easy way.... 


Circle the numbers below which appear beside the advertisements you wish 
mounted, fill in your name and mailing address and mail coupon to: 
Merchandising Division, House Beautiful Magazine, 572 Madison Avenue. 


New York 22, N. Y. 











26 27 28 29 30 3] 4 
NAME 
ADDRESS 
CITY ZONE STATE 
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They re New 




















3. Night-Driving Glasses 


5. New "51" Pen 








[] I. This all-purpose man's wristwatch from Elgin National 
Watch Co., Elgin, Ill., has water-resistant case, a sweep 
second hand and black luminous dial, making it suitable 
for dress, outdoor or professional use. It sells for $85. 


[] 2. Zippo Mfg. Co., Bradford, Pa., has introduced these new 
lighters finished in imported English Morocco or calfskin. 
TF oe Both have gold-tooled borders and come in red, blue, green 
or tan. $5.50 retail, plain; gold initials for $1 extra. 

6. 14K Bracelet Watch 


[] 3. Night driving glasses from Apex Specialities Co., 11 W. 
42nd St., New York City. Made with "Yellow-Amber" lenses 
of optically correct glass, they are styled for both men 

and women. Priced from $1.49 to $1.98 with carrying case. 


| [] 4. New Beau Brummel line of men's jewelry made by Flex-Let 
: Corporation, 20 W. 47th St., N. Y., includes tie clips, cuff 
links, key chains as well as combination sets (shown here). 
Smartly designed, the whole set is in 1/20 12K gold-filled. 


[] 5. The "51" Special is a new line developed by the Parker 

Pen Co., Janesville, Wis., to sell for $10. The new pen 

has an internal filling mechanism and the point is made of 

| a new alloy resistant to rust and is permanently resilient. 


[] 6. Bangle bracelet watch is of heavy 14K gold wire; watch 
is fine 17-jewel Swiss movement. Made by Eric E. Seibert, 
Inc., 665 Fifth Avenue, New York. Priced at $160 Keystone. 


[] 7. The Mother, unique self-starting electric clock by Haddon 
Products, Inc., 2066 §S. Canalport Ave., Chicago, ll. 
Animated rocking figure in 3-dimensional scene is lighted 

SS oo by flickering fireplace. 04/4" high. it lists at $15.95. 





7. Mother Clock 
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THE GENUINE ai 


The LIGHTER with the “\<“a) lm // 
LIFETIME GUARANTEE 


MADE IN U.S.A. PAT. PENDING 
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Automatic | TRIGGER ACTION | lighter 














GUNLITE is a precision-engineered lighter with in- 
stant eye-appeal that guarantees sure-fire sales. 
It is smartly designed in heavily chrome-plated steel 
with contrasting black butt. Let GUNLITE boost 


your sales as it is now doing throughout America's 


leading stores! 








® Made in America by American Engineers 


® Packed with a LIFETIME GUARANTEE 


BEAUTIFULLY 
GIFT BOXED 


in easel-back 
display case. 


NET 





SUGGESTED RETAIL $4.95 


Immediate Delivery @ Send Your Order Today! 


GUNLITE Inc. 


141 ATTORNEY STREET @ NEW YORK 2, N. Y. 
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They re New 











1. 14K Ladies’ Watch 





2. Three-Color Pen 








4. Handmade 


5. "Adventurer" Watchband 14K Brooches 








» p ep IO oe 
owe NA Res 





[] |. The Elaine, newest ladies' model by Hamilton Watch Co., 

Lancaster, Pa., has smart case in I4K natural gold-filled. 
6. Jewel Chest Ring Box Easy-to-read dial is sterling silver with applied 18K gold 
figures. Retails for $66 including bracelet, with the tax. 


[] 2. The "'Tritone,"" made by the Flo-Ball Pen Corp., 10 East 
40th St., N. Y., writes in either red, blue or green with 
no moving or retracting parts. Cap is gold finished, the 
barrel in either gray or black. The pen retails for $2.50. 


[] 3. The Elgin American Company, Elgin, Ill., has just added 
these "Flower of the Month'' compacts to its line of fashion 
jewelry. They retail at $2.95; dealer cost $21 per dozen. 


[] 4. Handmade in 14K gold and designed by Mrs. Ina Schon- 
cite from Aelred's, 643 S. Olive St., Los Angeles, Calif., this 
ivy brooch is priced at $110 Keystone; the plume brooch at 
$180. Miniatures of both are available in earring styles. 


[] 5. Gemex Co., 1200 Commerce St., Union, N. J., has just in- 
troduced this new men's watchband, the Adventurer, lengths 
from four to six inches. Self-adjusting ends fit all lugs 
from YY to %y inches. Retails at $9.95, including tax. 


[] 6 This new ring case by the Dennison Mfg. Co., Framing- 
ham, Mass., is modeled after old French Provincial jewel 
chest. Designed for either single or double ring display, case 
is available in ivory, green, red, bronze or maroon plastic. 














7. Combination 
Cigarette Case 


[] 7. New "Maraking" combination cigarette case and auto- 
matic lighter made by the Marathon Company of Attleboro, 
Mass., holds full pack of regular size or 16 of king size. Avail- 
able in smart designs for both men and women, $15 retail. 
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Metals of Guaranteed Purity 


GOLD - SILVER - PLATINUM -: PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


| W. solicit your Sweeps 7 | 


__il — Filings — Scrap Gold and 
rictly Refiners 
Wa aiaanie Platinum — Metals 


aa Your Ol Goll Shipments 
i} WILL RECEIVE — 
Special Autention 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
* * 
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1/20—10K—Gold Filled Pat. Pend. 
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“CERC” FULL EXPANSION WATCH 


STRONGEST WATCH BAND MADE 








Completely NEW principle of construction. Uniform expansion and long life 

due to simple and positive spring mechanism. No rivets used. 6c EK R i 
Stainless steel spring prevents rusting and corrosion. 

New and richer basket weave design in both 1/20 10K gold filled or Standard size watch band 
Stainless steel. has only 69 parts. Ap- 
EXTRA STRONG, cannot be overextended. Practically unbreakable. ee ee — 
Fully Guaranteed Packed in handsome molded plastic display box. full expansion band. 

To retail at . . . Gold, $9.95 . . . Stainless Steel, $5.95. 











WE SUGGEST YOU enettentennine 
WRITE FOR SAMPLE C E R . M EF G ° ¢ O " poe cme inn igh way 
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/ JEWELERS ‘\ 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


XY 77 MADISON AVE. MEMPHIS |, TENN. # 
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YOU CAN STAKE YOUR REPUTATION ON 


orth amyalon/ 


——, 















Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 





Prices 


gladly furnished 








No) SE°7 VY a0) Maljila Sana@e) | IN baa 


NORTHAMPTON 2, MASS: . ESTABLISHED 1871 
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Jewelry Business 
(From page 92) 


does the jewelry industry stack up with other trades at 
the retail level? Let’s look at the retail trade as a whole 
first. 

According to the report by the Bureau of the Census, 
there has “wat a three-fold expansion in the dollar odums 
of retail, wholesale, and service businesses in the United 
States from 1939 to 1948, and a substantial increase jn 
employment in these trades. Retail store sales in al] 
categories reached a total of $130.5 billion in 1948 com. 
pared with $42.0 billion in 1939. As might be expected, 
sales increases from 1939 to 1948 were considerably 
above average in the trades handling consumer durable 
goods because of the shortages of such items during the 
war. In the automotive wailen. for example, sales in- 
creased from $5.5 billion to $20.1 billion; in the lumber. 
building-hardware group from $2.7 billion to $11.7 bil. 
lion; and in the furniture-furnishings-appliance group 
from less than $2 to almost $7 billion. 

How does the jewelry trade compare with these? Here 
are the figures: 

In 1939 there were 14,559 jewelry stores; by 1948, 
according to the report, the number had risen to 21,268. 
This represents a nine-year increase of 6,709 outlets or 
46 per cent. (The Census of Business counts any estab- 
lishment as a retailer if annual gross volume is $500 or 
more.) Jewelry sales in 1939 totaled $361,595,000; in 
1948, $1,233,191,000, a gain of $871,596,000 or 241 per 
cent, and only slightly below the all-time high of $1,308,- 
000,000 in the previous year 1947. Note that the increase 
in volume was many times the increase in the number of 
outlets, indicating that each store did a greater volume. 

Now let’s compare these figures with those of other 
retail trades. Let’s see if other industries followed this 
uptrend to a comparable extent. 

Take the lumber-building-hardware group for example. 
In 1939 the number of retail outlets in this category 
totaled 79,313. By 1948 the number of stores had in- 
creased to almost a hundred thousand, a gain of 24.6 
per cent. In 1939, sales of these types of businesses 
amounted to less than $3 billion; by 1948 they had sky- 
rocketed to over $11 billion, a gain of 307 per cent. 

In the automotive group, a category where production 
pipe lines had to be filled after the five years of war- 
imposed restrictions, 1948 sales amounted to $20,118.,- 
052,000 compared to $5,548,687,000 in 1939, a 262 per 
cent gain. The number of outlets increased from 60,132 
in 1939 to 89,196 in 1948, an increase of 43.3 per cent. 

In the furniture-furnishings-appliance group the num- 
ber of outlets increased 62 per cent. Sales showed a gain 
of $5,180,990,000 or 298 per cent. 

In the general merchandise group which includes de- 
partment stores, there was an increase of 4.6 per cent in 
the number of establishments and 181 per cent in volume. 

Apparel stores showed a gain in volume of 199 per cent 
and a gain of 7.6 per cent in number of outlets. 

It was not alone in the durable goods field that these 
gains were shown. In the foods group which includes 
the corner grocer, the meat market and the dairy products 
dealer, despite a drop of 10 per cent in the number of 
stores, sales rose in nine years from $10,164,967,000 to 
$30,980,440,000, a gain of 204 per cent. Eating and 
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drinking places rose from 305.386 units in 1939 to 346,- 
5 in 1948 and sales volume increased from $3,520,- 


r= 
ov 


952,000 to $10,690,5 76,000, up 204 per cent. 
Indisputably, the sales volume figures of these other- 
than-jewelry retail businesses has been influenced to 
some appreciable amount by rising prices. Probably the 
best example of this is shown by the figures of the food 
roup of stores. There are not that many more people 
‘n the United States to account for the increase of $20,- 
815.473,000 in total sales volume for these stores and, 
taking into consideration too, that the number of outlets 
in this category decreased some 56,069 units in the period 
from 1939 to 1948. Neither could the population of the 
country as a whole be eating that much better to reflect 


this increase in dollar volume. 


OTHER LINES REFLECT RISE IN PRICES 


This pattern of price increases reflecting in higher 
dollar volume figures holds true in most other lines of 
retail commodities with the exception of the jewelry trade. 
Here, price increases have been held to a minimum or, as 
in the case of the silverware manufacturers, rigidly main- 
tained during the 1939-1948 period. Yet, despite any 
large scale increases in the price of its goods at the retail 
level. the jewelry trade boosted its sales volume 241 per 
cent in this nine-year period! 

To be sure, a lot of this increase was a result of the 
increased spending power of the public during the war 
years and shortly afterward. Certainly jewelry volume 
has dropped from its 1947 peak. But does this mean that 
the jewelry business is dropping back to its prewar level? 
There’s certainly nothing in the present picture to in- 
dicate it. 

As these figures in this preliminary release on the 
Census of Business indicate, jewelry along with other lines 
of retail business, has enjoyed an increase in sales vol- 
ume brought about, not primarily as a result of any 
happy position the jewelry industry found itself in during 
the war, but as a normal result of a better economic posi- 
tion of the country as a whole, resulting in an upswing 
in better living conditions and business in general. 

To be sure jewelry sales volume has shown a decrease 
in the two years since it hit its peak in 1947. The jewelry 
industry was in a position to reach this all-time high in 
sales because the war-restricted industries had not yet 
been able to reach a productive position whereby they 
could satisfy the wants of the consumer. When these 
goods did reach the point-of-sale line the following year 
and since, the spendable dollar was channeled into these 
other lines and naturally its effect was felt by the jewelry 
store. The fact that it was not felt more justifies the con- 
tention that the jeweler is now operating under a com- 
pletely changed country-wide economic picture, at a 
higher level of living, and selling to a broader and more 
jewelry-appreciative customer market. 

We can see no other reason in this dropping off of 
jewelry sales volume than a leveling off to a more normal 
point in the retail picture. Despite the fact that the 
jewelry industry has been operating for some time under 
the hindrance of an excise tax imposed upon its major 
lines, sales are still over $1 billion annually. There is no 
doubt that a goodly portion of its customers are showing 
sales resistance to this 20 per cent imposition but despite 
this fact the industry remains in an extremely healthy 
position saleswise and otherwise. | 
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BEATTIE 


i) The only lighter with the 
| flame you can point. 
Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 











UPRIGHT. . for 
cigarettes and cigars 






















®@ Consistently advertised in national magazines with 
increased schedules planned for 1950! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 

@ Get your share of this business and stock up on all 
models — retailing from $5.00 to $22.50! 


Visit the Beattie Jet Lighter display, Booth 213, ANRJA 
show, Waldorf-Astoria Hotel, August 14, 15, 16, 17 


oe ee 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. | 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 





Name 





Firm Name 





Address 
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t 
FOTO ALARM CLOCK 


Top grain natural cowhide case 
closes to a neat 31%” x 234”. Clock is 

fitted with a radium dial and hands and 
mainspring alarm. Holds two pictures 


flaps. Retails for $] 4-95 
HENRY SOCHARD Yricir'Giecks since 1512" 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 





in 
Others from $7.95 up. 

















THE WESTERN JEWELER'S 
EXCLUSIVE MARKET 
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The 2nd ALLIED 
JEWELRY 
SHOW 


Biltmore Hotel 
LOS ANGELES 


QUALITY . . . QUANTITY . . . VARIETY 


For the first time, the Fall creations of the nation's lead- 
ing designers, manufacturers and importers will be pre- 
miered on the West Coast concurrently with their New 
York presentation. 


DIAMONDS . . . PRECIOUS, SEMI-PRECIOUS 
AND COSTUME JEWELRY ...WATCHES... 
SILVER ... DECORATIVE PORCELAINS ... 
STEMWARE. 


ALLIED EXHIBITORS, INC. 
712 South Olive Street, Los Angeles, Calif. 


Sponsors of Allied Gift and Jewelry Show, Dallas... 
Denver Gift and Jewelry Show 





August 


13-17 
1950 














122 


Functional Design 


(From page 78) 


Reflection of the wall surfaces above wall showcases. 
and of the special lattice-work which brings the ceiling 
“closer” to patrons’ heads, adds much to the appearance 
in the store. 

The open lattice-work is novel enough in itself. It has 
sections, about 20” x 20” in area, gleaming white and 
very attractive. Special spots hang on long stems from 
the real ceiling, to focus directly on merchandise jn 
counter cases. In addition, long fluorescent fixtures back 
of the lattice-work illuminate the remainder of the store 
very brightly, making the interior as a whole inviting to 
passersby. 

A special panel section on the right just inside the 
entrance permits customers to see contents of the show 
window while inside the store, and to point out desirable 
merchandise which caught their eye from the sidewalk. 

As mentioned, Meadows had a bang-up opening pro. 
motion. Some 5,000 people visited the store during two 
opening days, and no selling was done. Instead people 
were invited in to fall out blanks with names, addresses. 
etc., and to deposit stubs in a drawing box before leaving. 

“We went all-out,” said Meadows, “and gave prizes 
such as a $350 ring, a $125 watch, a $100 watch, and 
$40 worth of silver to lucky registrants. The climax of 
the event was an hour-long radio broadcast from the 
sidewalk in front of the store, with the mayor as a guest 
while the four winners were picked. 

“The resulting good-will has more than paid for the 
stunt. We claim specialization in diamonds—in fact, dur- 
ing the opening, we had a big diamond display in the 
window—and we are doing a great amount of estale 
business.” 

A huge flashing diamond sign is a feature of the small 
store’s exterior. 


What Do Your Windows Say? 


(From page 88) 





In addition to the attention given displays, Van Cott 
has made his entire store a showroom. Every evening the 
store is lighted up and certain counters of merchandise 
are highlighted with spotlights. One of the counters 
treated in this way is a 6 by 9 foot table set with the 
proper dinnerware and silver for six people. It is placed 
directly behind the glass front door between the two win- 
dows, so that the whole front becomes a display area. 

The store uses three advertising media: newspapers, 
direct mail, and radio. Newspaper advertising is tradi- 
tional, designed to keep the store name before the public 
and the name brands it stocks. 

Van Cott feels that direct mail promotion must be 
pointed toward a definite market in order to be profitable. 
“It doesn’t pay to make up a direct mail advertisement 
for a large number of recipients, because it cannot pro- 
mote the one line of merchandise that it should in order 
to be worth while. Instead, we prepare a direct mail ad 
that will go to a certain group and slant it for specific 
items that we think will appeal to this group. In this way, 
we have obtained the best results.” 

For instance around graduation time, the store gets 
lists of students finishing the local schools and sends 
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folders to the parents. But only merchandise that will 
appeal to students is included. lo send these folders to 
other groups would be a waste of time and money. 

“The only general mailing that we do is when a manu- 
facturer supplies us with leaflets or folders,” Van Coit 
said. “We insert this material in letters and bills that we 
send out. It doesn’t tax our advertising appropriation 
and the only effort involved is in placing them in the 
letters.” 

Sunday evenings the store sponsors a half-hour radio 

rogram which consists mostly of music except for a 5 
to 7 minute talk by Van Cott. “I never talk directly about 
buying from our store,” he said. “I just discuss the most 
popular subject at the time. When people are interested 
in the program, you don't have to ask them to come in. 
They do it automatically whenever they need merchandise 
stocked by a jeweler.” Van Cott has talked on such varied 
subjects as diamond mining, ring setting, table settings. 
and dinnerware designs. 

Van Cott’s moved to its present location in 1948 and 
is one of the most modern in the Southern tier. It is com- 
pletely departmentalized to include sections for sterling 
silver, silver plate, hollowware, English china, watches. 
costume jewelry, compacts, pens and pencils and many 
others. A balcony section is used as a watch repair shop 
and is connected to the main floor with a communications 
system that allows contact without interrupting business. 
A dumb waiter is used to carry items to and from the 
balcony. 

Van Cott is a registered jeweler and a former president 
of the American Jewelry Society. At present he is presi- 
dent. of the American National Retail Jewelers Association. 


Revamped Department 


(From page 114) 


double-pattern system on each tray cuts down a great 
deal on the amount of time per customer, inasmuch as 
similar choices of patterns are located on each, and 
handing out one or two trays means that more patterns 
are studied at the same time. 

The bright new star in Hess-Culbertson’s merchan- 
dising operations is an “economy starter” set, developed 
by the store to compete with the house-to-house salesmen. 
The economy starter, as suggested by the Silver Guild, 
is a simplified version of the old starter set, consisting 
of teaspoons, luncheon knife and fork, salad fork, cream 
soup spoons and. butters spreaders. These economy set- 
tings are presented in all of the knee-hole cases, and while 
the store preferred not to establish them, they have 
proven effective in meeting competition. “Actually, we 
believe, that the work of door-to-door salesmen in silver 
club merchandising is helping the market,” Miss Rollin- 
son said, “inasmuch as they create an interest in silver 
flatware which might not otherwise be developed.” 

The ingenuity of the knee-hole desk “island” layout 
of Hess-Culbertson’s silver department is instantly appar- 
ent when the matter of additional accessory pieces comes 
up. Both of the large cases, which make up either end 
of the “island” are complete with accessory items, cor- 
responding with most of the patterns in the flatware 
starter sets. for customer convenience. Seated back of 
the counters, waiting upon flatware customers. it is an 
easy matter for the salesman to open the back of the case, 
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Cash registers ring a merry song of 
bigger profits if the goods on your 
Shelves have the ‘sales appeal” so 


necessary today! 





And there’s no finer place for you to make wise selections than the New York Gift 
Show with its more than 1000 top-flight lines of imported and domestic giftwares. 


NEW YORK GIFT SHOW 
phugust 21-25 


HOTELS STATLER AND NEW YORKER 


Sponsored by NATIONAL GIFT AND ART ASSOCIATION, INCORPORATED 
Directed by George F. Little Management, 220 Fifth Ave., New York 1, N. Y. 
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[jos. B. BECHTEL & CO. 


Now Distributors of 
Sandsteel Mainsprings 
and 
Sandsteel Cabinets 
and Mainsprings 


Assortments 











FOR SERVICE CALL 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 





>-ANNOUNCEMENT: 




















#| FIDELIS rosaries 


THERE ARE NO FINER BEADS! 
CRUCIFIXES 


When we developed, recently, a new set of crucifixes for 
FIDELIS Rosaries, the project was approached in a thoroughly 
systematic, scientific manner. 








First, all competing rosary crucifixes, including our own, 
were thoroughly studied and tested for—1. good points to 
develop and—2. undesirable features to avoid. Weights and 
sizes were calculated down to the last pennyweight and fraction 
of aninch. Then nine perfect cross designs, ranging evenly from 
the plainest of plain to the extremely ornate, were worked out 
by the top designers of the religious goods field. 


After that the same artists designed, modeled, and repro- 
duced a new, heavy, carefully detailed corpus calculated to be 
the best-looking and finest figure procurable. 


Compare that procedure with the ordinary haphazard method 
of just letting a design assortment accumulate fortuitously. In 
the FIDELIS group there are no accidental numbers, no un- 
wanted designs. Our family of crucifixes was PLANNED. 


As with crucifixes, so with all other structural rosary parts and 
all other projects that our plan-and-design department handles. 
The work is done thoroughly, with an eye to the needs of the 
situation — never to its own convenience. 


RESULT: — A rosary buyer is able to select promptly from 
the FIDELIS range a crucifix — and a rosary — that exactly 
expresses his or her individual personal taste. 


FIDELIS crucifixes are never used on any but FIDELIS Rosaries 
— not even onour own DEVO Rosaries, the popular-price 
companions to FIDELIS. 


50 Aleppo Street $ WHITAKER CO _ Providence 9, R. | 
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and withdraw soup spoon, gravy ladle. and other acces. 
sory pieces, which may be shown to the customer at the 
same time she is selecting her basic pieces. The store 
has hit an extremely high percentage of “accessory sales” 
along with sterling flatware patterns, entirely for this 
reason. 

“All of our additional pieces are there where they may 
be easily examined, without it being necessary for sales. 
person or customer to get up and walk around the depart- 
ment,” Miss Rollinson said. “This policy has been par- 
ticularly valuable in selling prospective brides, who wil] 
invariably pick out several accessory pieces which they 
would like to receive as wedding gifts, along with choos. 
ing their basic pattern.” 


CARRIAGE TRADE MERCHANDISING OVER 


Hess-Culbertson, incidentally. is convinced that the 
days of the “carriage trade” in merchandising sterling js 
over with. “Almost all young girls are today familiar 
with the place setting plan of sterling flatware in their 
married life,” Miss Rollinson said. “Being fully conscious 
of this, they are usually ready to select patterns, with a 
minimum of explanations and questions when they come 
into the store. For this reason, we have democratized 
the department as much as possible. Frequently, we can 
win over a young girl to purchasing sterling flatware, 
pointing out that the 1/3 down which she would normally 
pay on plated flatware will cover a starter set in sterling 
flatware, and that she can pay the balance off in three 
months, without placing undue strain on budgeted in- 
come. Through constantly putting forth this idea, we 
have been able to convert many young girls from plated 
flatware to sterling, and therefore. create customers who 
will continue buying over the years to come.” 


Another ingenious development in Hess-Culbertson’s 
new silver department is a knee-hole desk to the right of 
the main island, which, surprisingly, is devoted entirely 
to plated silver flatware. Whereas, most jewelry stores 
display plated flatware exclusively in chests, or only 
occasionally in starter sets, this St. Louis store has given 
it exactly the same display advantages and merchandising 
touches as sterling flatware. 


“The idea of the knee-hole desk is that the customer 
goes through exactly the same selling process and selec- 
tion method as with sterling.” Miss Rollinson said. 
“Giving plated flatware the benefits of a dignified at- 
mosphere and the same austere handling as sterling, 
considerably magnifies its importance in the customer's 
mind. Thus, when we have a customer who simply can- 
not afford sterling flatware and who cannot be traded up 
to the latter, she is seated at the plated flatware knee-hole 
desk. where she finds 16 patterns, displayed two patterns 
to a tray, just as is the sterling department.” 


SILVER GETS REGULAR WINDOW SPACE 


One window of the Hess-Culbertson store, facing out 
on some of downtown St. Louis’ heaviest traffic, is always 
devoted to silver flatware, either plated or sterling. Its 
most striking feature is a huge panel. on which every 
pattern carried in both departments is shown by a single 
teaspoon. This glittering display of teaspoons “stops 
traffic” every day in the year. 
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Miss Rollinson made several long-distance trips to 
examine sterling merchandising methods used by leading 
‘ewelry stores, as far north as Minneapolis, and has 
d some of the best features found on her “ideas 


dopte 
nip” into the new department. One of these is a policy 
whereby flatware displays in the knee-hole desks are 


changed from one desk to another, and from one position 
to another at regular intervals. This, Miss Rollinson has 
found, prevents a lopsided sales volume by giving each 
pattern a fair chance at the top display spots. 

Instead of cutting down the sterling inventory, as has 
been done by many stores, Hess-Culbertson is now carry- 
ing an extremely heavy inventory, with an average of 
three dozen each of the better, faster-moving patterns. 
“We can never tell when we will need this kind of stock,” 
Miss Rollinson said. “Therefore, we are simply backing 
up our responsibility to the customer, with an adequate 
supply of every pattern.” The store is also putting in an 
eficient sterling control system, which will take into con- 
sideration sales volume for given periods of each year, 
and establish a minimum inventory for each. 

Thus, with these novel developments, the St. Louis 
store is breasting the tide of competition, and believes 
that it is in the best possible position for future more 
competitive sterling and plated flatware merchandising. 





University District 


(From page 96) 


Parkway would accomplish for the community, the Uni- 
versity, and the city. An aerial photograph showed the 
proposed route and the section of the District through 
which it would cut. It was pointed out that property 
values here were quite low, as buildings were old and 
dilapidated. Another illustration showed the architect’s 
drawing of the finished project. 

Action to put through the project first had to be taken 
through the State Legislature. Copies of the pamphlet 
together with a personal letter were mailed to each legis- 
lator. These were followed up by personal calls on each 
member of the Legislature during the last session, by a 
member of the Commercial Club. The member in each 
case presented the request in full detail. No high pres- 
sure tactics had to be used to influence legislators 
favorably. 

The result was that the Legislature passed the measure, 
as did the Seattle City Council later. Under terms of the 
measure, the State bought the property and the City per- 
formed the construction work. ‘Total cost of the project 
was over $800,000, of which approximately $500,000 
was spent acquiring the land. 

One reason for the success of his District’s efforts in 
this and similar enterprises, the chairman of the develop- 
ment committee points out, is the fact that projects are 
carefully chosen which will benefit not only the District 
and the city, but the merchants as well. In addition, the 
Parkway has improved property values. 

Finally, the importance of careful preliminary spade- 
work in presenting a project of this kind can hardly be 
overemphasized. Follow-up leg work is equally essential. 
No project, no matter how deserving, can be successfully 
developed without the active support of all members of 
all interested groups. 

(To be continued) 
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BUYERS! Here’s Your Most Easily Reached 











Clocks. 





Gift items from 


WORLD MARKETPLACE! 


First UNITED STATES 
INTERNATIONAL TRADE FAIR 


Chicago 
August 7-20 


Adding America's Magic Touch To the Great 
Tradition of World Trade Fairs 


See the outstanding djsplay of Gems—Costume Jewelry—Pearls—Silverware— 


the world over! 


Luxury goods—''price’’ goods— 


world honored traditional names—sensational new post-war product devel- 
opments shown in America for the first time. These leading names will be 
at the Fair—joined by other important names in your fields from the 
United States and 40 other countries. 


Atelier ‘‘Artistique’’, 
Hoitzhauser Bros. 

Utrecht, Holland 

Old porcelain & glassware, 

old Dutch pewter, copper, 

-ware, small furni- 

ture, Delft-bleu pottery, 

majolica, Morocco leathers 

Arbor Jewelry Co. 

Providence 3, R. I. 

Fine jewelry in sterling 

silver, gold filled and 

karat gold 

Benmatt Organization 

Chicago, III. 

Wooden hostess accessories 

& allied gift items 

Bernsteiner Serpentur- 
schleiferei & Stein- 
drechslerei 

Burgenland, Austria 

Giftware made of Aus- 

trian Jade 

Karl Bohdaleck 

Vienna |, Austria 

interior decorations 

Carlo Mario Camusso, S.A. 

Lima, Peru 

Sterling silverware 

Chamber of Commerce of 


the Federal People’s 
Republic of Belgrade, 
Yugoslavia 


Jewelry, gifts, ete. 

Combex Limited 

London W.1!, England 

Plastic manufacturer 

Danish Design 

Society for Development 

of Danish Art Crafts 

J. C. Gravesteijn 

Gouda, Holland 

Dutch handicraft (stained 

glass, earthenware, wooden 

products, etc.) 

industrie & Handelson- 
derneming C. Streng 

Amsterdam, Holland 

Hand Painted Dutch 

Wooden Shoes & Hand 

Painted Wooden Gift Ar- 


ticles 
J. Jarosinski & J. Vaugoin 
Silderschmieda 
Osterreich, Vienna, 
Austria 
Silverware, tablesets, etc. 
N. V. Koninklijke 
Metaalwarenfabrick 
Tiel, Holland 
Pewterware (Household 
articles & fancy goods) 
Otto Lehner 
Vienna 8, Austria 
Clocks, jewelry, gifts, kit- 
chen utensils, accessories 
M & M Importing Com- 


pany 
Chicago 45, Ill. 
Christmas tree ornaments, 
Nativity Sets, Artificial 
Flowers, Figurines 
Monopol Leather Prod- 
ucts, q 
S. Wales, England 
Leather watch straps 
Holger Rasmussen Silver 
Copenhagen, Vanloese, 
Denmark 
Hollowware 
Silver 
F. Sehachner & Co. 
Vienna, Austria 
Handmade candles, deco- 
rated from factories in 


in Sterling 


Austria 

Tiroler Glashutte 

Kufstein, Tyrol, Austria 

Hollow glassware 

Tsang King Kee Ivory 
Factor 

Hong Kong 

Carved ivory wares 

Custom Crafts Imports 

Chicago 14, Ill 

German Handwrought 

Sterling Silverwares, 

ivory Carvings, Fine 

Chinaware 

— Export-Import 


orp. 
New York ft, N. Y. 
Hand-cut, Imported Crys- 
talware & Imported China- 
ware- Dinnerware 
Rivo S.A. 
Locarno, Switzerland 
Clocks, Costume Jewelry, 
Pearls 
S. Ostrowsky 
New York 34, New York 
Chinaware, glass, mani- 
cure sets, gift 
sponges (Greek natural 
sponges) Bavarian china- 

















ware 

Societa Ceramica Italiana 

Milano, Italy 

Ceramics 

The Jewelry & Metal Mfg. 
Co. of Ireland, Ltd. 

Dublin, Ireland 

Souvenir goods, statuettes, 


etc. 
David Andersen, Jewelers 
Oslo, Norway 
Enamel & silverware 
. Marthinsens 
Solvvarefabrikk 
Tonsberg, Norway 
Silverware 
Tong Hyung Co., Ltd. 
Seoul, Korea 
Artificial Pear! Necklaces, 
Pearl Essence, Slippers, 
Korean Dolls, Embroid- 
eries, Brasswares, etc. 
Paul A. Straub & Co., 


Inc. 
New York 10, New York 
Open Stock Dinnerware, 
Art Goods and Giftwares 
J. Tostrup, Jewelers 
Oslo, Norway 
Eskilssons 
+ ~_pmamma Sweden 


ts 

Falu Hemsléjd AB 

Falun, Sweden 

Gifts 

AB Nilsson & Johansson 

Stockholm 4. Sweden 

Silver & gifts 

Ste De La Porcelaine 
Francaise 

Paris. France 

Porcelain 

Federation of Leather In- 
dustries | 

Brussels, Belgium 

Federation of Ceramic In- 
dustries 

Brussels, Belgium 

Federation of Glass In- 
dustries 

Brussels, Belgium 

Villeroy & Boch 

Wadgassen, Saar 

Faience Exhibits, Crystal 

lass 
Chamber of Commerce 
Kabul, Afghanistan 


Jewelry 
Mastercrafters Clock & 
Radio Co 


Chicago, Illinois 

Clocks—Mantel & Kitchen 

Handelsonderneming 
‘*Kerama’’ 

Den Haag, Holland 

Delft-biue pottery 

S. Christian of Copen- 
hagen, Inc. 

San Francisco 8, Calif. 

Dinnerware 

Ching & Company 

Hong Kong 

Chinese Curios, Brocade 

Clothes, Embroideries & 

Laces 


Rafa A/S 
Copenhagen K, Denmark 


eramics 
Theresienthaler- There- 
sienthal, Germany 
Niederbayern, Germany 
Hollow glassware & Kali 


crystals 
Alfred Eggert 
Potsdamerstr. 87, Berlin 
W35, Germany 
Silverware such as service 
bowls, candlesticks, ete. 
Paul Sehulz, Glaswaren 
und Baumschmuckfabrik 
Nienpurg, Germany 
Christmas tree decorations 
Henkel & Grosse K.G. 
Pforzheim, Germany 
Jewelry in silver and imi- 
tation 
Rosenthal-Porzellan AG., 
Marktredwitz in Bayern, 
Germany 
Useful & luxury porcelain 
J. Grimmiger, Silber- 
warenfabrik 
Schwabiseh-Gmund, 
Germany 
Coffee & tea sets, Table 
requisites 
J iresuhren- Fabrik 
3 


mbH., 
Tri iberg/ Schwarzwald, 


ae 





Industrial 


.. Ltd. 
Naniwa-ku, Osaka, Japan 
Carving glasses 
—— Glass Mfg. Ce., 
Chuo-ku, Tokyo, Japan 
Glass Wares 
Shinzan Etsukesho 
——— K obe, 


apan 
Satsuma & Porcelain 
ares 
Sekiya & Co., Ltd. 
Nakak 


Porcelain & Earthwares 
Kyoto Foreign Trade In- 
stitute 

Kyoto, Japan 

Poreelain & Chinawares 
Kove Pearl Mfg. Co. 
Nara 

imitation pearls 
a Steinbach 


2m e 
Hohenhamein (Hanover, 
Germany 
Fancy goods of wood, 
Gift articles, ete. 
Porzellanfabrik Schinwald 
Oberfranken, Germany 
Table & kitchen porcelain, 
Table sets, tea & coffee 
sets 





Pref., Japan 














Advance Buyer's Registration which includes Admission and official Fair 
Catalogue $!.00. Send for yours today. 


Choice Exhibition space still available in some 
classifications. Write or wire today for informaféion. 


FIRST UNITED STATES INTERNATIONAL TRADE FAIR 


Dept. 188, MERCHANDISE MART, CHICAGO 54 
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EASIEST TO 


SELL 


BECAUSE IT’S 
EASIEST TO USE: 


th Nw HAMILTON BEACH 
Food. Mier 


Deu Guan 


y wrist watch band for men 


Bi = RESILIENT 
STAINLESS 














WRIST WATCH BAND 


pony 
= _- 
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, é >: Lm 


__~S 
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{ 
ee / Complete 
=O instructions 
@/ ond guarantee 


— in eoch package. 








With beautifully 
designed 1/20 12 Kt. 
gold filled clips to 
match gold watches Decler’s cost 


Retail $7.95 


Tax incl. 


3.25 


With beouttielly 
designed chrome clips 
to match 

white watches 


Retail $3.9 5 
Dealer's cost 2.00 


ALSO OBTAINABLE IN 10 KT. ALL GOLD 
RETAIL $75.00 Plus excise tax DEALER'S COST — ae 





Scientifically designed by jewelry craftsmen for the jewelry trade 


NO OTHER METAL WATCH BAND HAS THESE FEATURES: 

@ Resilient, stainless steel, non-corrosive, non-magnetic 

and perspiration proof. 
@ Adjustable clips with sliding device to fit any watch, 

relieving strain on watch case lugs. 
@ Watch can be attached in 30 seconds. @ Ideal for hot weather. 
@ Nothing to get out of order. @ Shock absorbing. 

@ Instant sales appeodl. 


Immediate delivery Ordernow @ Small 6«""—Medium 6 %"’—Large 7” 


Dou WATCH BANDS 














29 E. MADISON STREET 
CHICAGO 2, ILLINOIS 











oes ney as the wholesale wede - te your whelesater cannot | supply you, write direct. 
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“Strike it rich” 
with the ideal 
a q y gift—for home or 
SS”, —— : office use. Glisten. 

~~ _——- ing gold plated. 
ae countersunk 
leatherette band matches 
base of receiver. Individu- 


ally gift packaged. 


pen, py 


The Butler-Ette exclusive 
disposal principle locks in 
fumes, smoke, ashes and 
cigarette ends. 


TTTRILEY 


A STEADY 


VOLUME SELLER 


Liberal dealer discounts. 
National advertising. 
Free merchandising aids. 


Retail $495 


WRITE FOR DETAILS 








| AN {el Craft PRODUCT 


SKINNER & KENNEDY CO. 


St. Louis 2, Mo. 





| 

| 

| 416-418 North Fourth St. > 
| 











THE JEWELERS 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 


‘Knowledge is Power”. Every jeweler will find 
profit-making power in the knowledge of terms 
and terminology of the jewelry trade which are 
authoritatively explained in this, the completely 
revised Second Edition of THE JEWELERS’ 
DICTIONARY. 

In one comprehensive volume, THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watch- 
maker, gemologist, advertising man; in short, to 
|} anyone seeking information pertinent to the 
jewelry and allied fields. 


$6 °° 


| Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17,N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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Ask att Full ! Pavtdeatral 
JEWELRY ROLLS by SETTEL 


@ beautifully designed to display your jew- 
elry to the greatest advantage. 
@an easier, more practical and 
nient way to carry your stock. 

@ available in chamois, velvet, satin — 
stock items shown or made to individual 
requirements. 

@ write for price list and information. 


Sette t Sewelry RH Al 


L 437 NORTH CANON DRIVE, BEVERLY HILLS, CALIFORNIA 
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82 FULTON ST., NEW YORK 7, N.Y. 
BRIDGEPORT, CONN. @ CHICAGO, ILL. © PROVIDENCE, R. |. 
LOS ANGELES, CAL. ¢ TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 











DIAMONDS: ror EXPORT 


BARBER sx0o SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, €. c. | 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 
FOR JULY, 1950 





AMSTERDAM 











Send for Folder R 


Watts 
get a 
NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 
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geto NEW HERMES 


— pay out of profits 








Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 | 




















FOR 
JEWELRY and 
DIAMOND EXCHANGE 
ONLY 


FOR LEASE 


STORE - BASEMENT - MEZZANINE 
36-42 W. 47th St., New York 


"Home Of Diamond Dealers Club" 


HEART OF JEWELRY SECTION 
SIZE 80x100 


POSSESSION ARRANGED 
FOR FULL DETAILS: 


SPEAR & COMPANY 


225 Fifth Ave. New York MU. 3-4200 
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So You Sold Her Silver. Then...? 


In tableware, the watchword is continuity of design. When things are 
appropriate to each other they look the best. For the jeweler this 
means plenty of extra sales but he must let his customers know about it. 























Hlow to yTitite Patierus 


Reproduction of the House Beautiful spread emphasizing compatible de- 
signs of various silver, china, and glass items used by today’s hostesses. 


Orce you ve sold silverware to a customer, 
you ve gained from her a special kind of confidence. It’s 
like cutting down a barrier that at first existed between 
you—cementing a closer association, making a new 
friend. And that new bond opens the gate to a surprising 
number of extra sales—sales you can make before she 
leaves your store, if your strategy’s in good form. That 
doesn’t mean you have to lock the front door. It doesn’t 
mean you're taking advantage of a new friendship or 
“pulling a fast one” while her resistance is low. It’s just 
sensibly making use of that special confidence she’s 
shown. 

Evidence of the rightness of this reasoning and the fact 
that thousands of jewelers are capitalizing on the oppor- 
tunities presented may be found in House Beautiful, the 
home-service magazine which is wise to consumer desires. 
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That publication featured this “follow-through” idea on a 
2-page spread in their July issue which is reproduced 
above. As can be seen, the magazine emphasizes the im- 
portance of consumers selecting their silver, china, and 
glass in patterns which are matching or compatible with 
each other. “Let there be continuity of design,” the main 
caption reads, “between your silver and your other table- 
ware. When things are appropriate to each other, they 
look their best.” 

Similarly, the jeweler’s sales records will look their 
best if his selling follows that same recommendation. 
Apply that principle to your displays and your sales talks 
and you cannot miss. Very little time and effort are 
required to set up coordinated displays and they will give 
your customers a chance to expand their thinking—to 

(Please turn to page 144) 
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Te Biggest Show Window inthe West 


Roane 











WESTER 
JEWELRY & 

SILVERWARE 
SHOW ceux 


Keyed to pre-holiday buying for 
leading retailers of jewelry, sil- 
verware, china and glassware. 
This means more profits for you! 
Mark your calendar now! Be 
sure to attend. 


BILTMORE HOTEL 


Los Cagele 


REN ak AB A ANDROS TNH nt ae: 
1h 


SEPT. 17-20 i“ 


Sponsored by LOS ANGELES CHAMBER OF COMMERCE 


and Managed by LOS ANGELES TRADE FAIR INC., Directors of the many successful California 
Gift, Lamp, Housewares, Curtain & Drapery Industry-wide Trade Shows 
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Above: A prominent sign in 
the china and crystal depart- 
ment invites customers to ex- 
amine the stock and take all 
the time they wish. Right: A 
view of the crystal stemware 
side of the Mahan 2nd floor 


‘browse around" department. 


by ROY LARSON 


Let Your Customers 


Sell Themselves 





Jeweler Funk of the Mahan Jewelry Co., Colorado Springs, Colo., believes 


that by leaving customers entirely to their own devices and applying 


little or no salesmanship, the average purchase is considerably higher. 


—_——— dinnerware, crystalware or 
gift customers to shop entirely unattended in a huge 
second floor special department which has no assigned 
personnel, is a novel merchandising theory which has 
constantly built sales volume in the above brackets for 
Mahan Jewelry Company in Colorado Springs, Colorado. 

Carrying an inventory of domestic and imported din- 
nerware, crystal stemware, and gifts, scarcely exceeded 
anywhere in the state, despite the relatively small size of 
the Colorado resort city, jeweler Fritz Funk has carried 
out the “browse” theory of merchandising to its fullest 
degree. He recognized long ago that the peculiarities of 
china and glass, gifts and bric-a-brac are such that the 
average customer will spend 3 to 4 times as long in select- 
ing an item as possibly any other merchandise she may 
buy—and that most prefer to do this entirely on their 
own without a salesperson tagging at their elbow. There- 
fore, his huge second floor china and crystal shop. 
occupying 80 x 35 feet of space, has no permanent sales- 
people whatsoever assigned. Instead, customers are 
encouraged by advertising, by a year-round window 
display, and by salespeople on the first floor, to shop 
unattended in this second floor department. 
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That the system has worked out ideally can be seen 
from the fact that china, glass and gift sales in the 
Mahan Jewelry Company amount to 25 per cent of the 
store’s total volume—although all of its basic depart- 
ments, such as diamonds, watches, precious stones, etc., 
are well above par. “We have a reputation as a pleasant 
spot to visit and shop,” Funk said, “which I believe is 
built solely on the freedom which the prospective pur- 
chaser enjoys when shopping in the upstairs depatt- 
ment.” 

The Colorado jeweler’s philosophy in conducting sales 
operations on this basis is perfectly summed up by the 
message reproduced on signs appearing here and there 
in the china department, and in the year-round window 
display. This, framed in an Old English lantern-stand 
reads simply “You are welcome to spend as much time 
as you like in our china and crystal department. If you 
desire the aid of a clerk, please ask for one from the 
main floor.” 

Jeweler Funk sees to it that his salespeople follow the 
maxim expressed by the sign to the letter. When a cus- 
tomer is greeted upon entering the store, and states that 
she wishes to look at gifts, dinnerware, crystal, etc., she 
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is escorted to the base of the polished mahogany double 
stairway at the rear of the store, which leads to the up- 
stairs department. Here, unless the customer has ex- 
pressly stated that she wishes assistance, the salesperson 
leaves her, to browse to her heart’s content, in search of 
the desired gift, dinnerware pattern, etc. In many in- 
stances, the customer actually brings the selected item 
downstairs herself, to be wrapped at the service desk on 
the first floor, and paid for at the cashier’s stand. 


The second floor department, which actually contains 
more display space than the largest competing depart- 
ment store in Colorado Springs, is laid out with crystal 
stemware on the right, dinnerware on the left, and gift 
suggestions on some 40-odd tables in the center. On the 
left, a 60-foot, 3-tier blondewood case, designed by Funk 
and built by a local cabinet maker, displays 35 patterns 
of open-stock china, many of which the store has carried 
for more than 20 years. Incorporated among the domes- 
tic lines are numbers of famous French and English im- 
ports, which show a surprisingly high rate of sale in 
Colorado Springs, with its record income-per-capita situ- 
ation. There are many wealthy, retired industrialists who 
settle in the Colorado Springs area the year around, or at 
least during the summer months, and for this reason, 
china and crystal lines in the ultra-high price brackets 
move rapidly. 

Opposite the dinnerware case is a complementary case 
for crystal stemware, with 8 tiers of glass shelving, mir- 
ror backgrounds, and concealed lighting to show as wide 
and excellent a choice in domestic and imported crystal, 
as in the dinnerware stock. An important innovation here 
is that every item shown on the gift floor is individually 
price-marked, with small triangular rubber blocks with 
silver numerals, so that the customer who is shopping on 
her own can figure the entire cost without assistance. 
Funk emphasizes the importance of this factor heavily. 
pointing out that the time of salespeople on the first floor 
is saved, and the customer is not embarrassed by finding 
that a selected item is more expensive than she was pre- 
pared to pay. 
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The spaciousness of the china and 
crystal departments invites custom. 
ers to take their time about select. 
ing the exact items they may want. 


Center tables show gifts of a wide variety, including 
popular, low-priced novelties, up to the most expensive 
imported figurines, vases, lamps, etc. To keep the china, 
glass, and gift shop constantly new and intriguing to 
visitors, it is the store’s policy to completely change dis- 
plays at least once a month. 

By leaving the customer entirely to her own devices 
and applying little or no salesmanship to her purchase, 
the average purchase per customer is considerably higher 
than if each were personally attended, Funk is convinced. 
He cited the example of a woman who came in merely 
to buy an inexpensive gift for a friend, and wound up 
purchasing more than $300 worth of china and crystal, 
merely by building up her own desire of ownership while 
browsing through the store. Instances of this type are by 
no means unusual, and it is very seldom that a visitor 
to the upstairs shop buys only whatever original item 
she came in for. The upstairs departments are advertised 
by means of regular weekly newspaper advertising, four 
radio spot announcements a day, and most important, by 
a huge, 12-foot angled window, which is always devoted 
entirely to the second floor. Funk has long prided him- 
self on the excellent appearance of the Mahan Jewelry 
Company windows, and spares no expense to procure 
beautiful brocades, white satins, silks, etc., to form an 
eye-appealing backdrop for the dinnerware, crystal, and 
suggested gift items which make up the window stock. 
The window, as the gift shop, is changed at frequent in- 
tervals, to eliminate staleness and ‘“‘sameness”’ which the 
Colorado jeweler feels is a constant enemy of display 
interest. During recent years public relations has grown 
to play an increasingly important role in dinnerware and 
crystalware promotion, according to Funk. In order to 
start them young, and make Colorado Springs girls realize 
the importance of fine patterns in their table-settings, the 
Mahan Jewelry Company co-operates closely with local 
high school. The domestic science departments of each 
high school are furnished with booklets, provided by the 
jewelry store, covering every aspect of china, sterling 


flatware, and crystal selection, to aid in table setting, 
(Please turn to page 143) 
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aft: 


July 16-21—2nd National China Glass 
& Pottery Show, 200 Fifth Avenue, 
Room 852, New York City. 


July 23-28—31st California Gift Show, 
Biltmore Hotel, Room 2112, Los Angeles. 


July 24-27 — Atlanta Gift Show, 
Piedmont Hotel, Atlanta. 


July 31-August 11 — Chicago Gift 
Show, Merchandise Mart, Room 1567. 


August 6-9—San Francisco Gift Show, 
86 Third Street, San Francisco. 


August 20-24 — Seattle Gift We'll be looking cor you 


Show, Room 337, Olympic 
Hotel, Seattle. 


August 21-25 — New York Gift Show, 
200 Fifth Avenue, Room 852. 


August 27-30 — Ohio State Fall Gift 
Show, Deshler-Wallick Hotel, Room 
1110, Columbus. 


September 3-7— Detroit Gift Show, 
Hotel Statler, Detroit. 


September 3-8—Dallas Gift Show, 
Crystal Ballroom Foyer, Baker Hotel. 


September 4-8 — Boston Gift Show, 
Parker House, Room 564. 


September 24-28 —Northwest Gift 
Show, Room 426, Hotel Radisson, 
Minneapolis, 
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This year, attendance at the Gift Shows is more important 
than ever. It’s time to compare ideas, merchandising helps, 
and advertising schedules so that your fall promotions will 
meet the increasingly competitive market conditions. At the 
same time, we want you to see the complete Fostoria line of 
American handmade glassware as well as all the materials we 


have to help you sell. 


am 


TO (eer! 





FOSTORIA GLASS COMPANY e MOUNDSVILLE, WEST VIRGINIA 
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Glassware Color 





2. Spode's Lowestoft 





3. Tid-Bit Trays 





4. Fitted Carryall CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Appearing in Tiffin's new “Wistaria™ color—two dif- 
ferent stemware shapes, flared and chalice designs; an 8" 
plate, and Cellini compote. Unusual shaded effect, just 
introduced by the United States Glass Co., Tiffin, Ohio. 


[] 2. One of Spode's Lowestoft patterns—''Black Sprigs'— 
printed in black and hand-painted in authentic Chinese 
style in deep blue, green and Chinese lacquer red. It is 
carried by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 3. Tid-bit trays in fine Bavarian china—single, double, 
and triple, in flat or deep shapes with wide variety of 
decorations; handles of solid brushed brass. Immediate 
delivery from Paul A. Straub & Co., 19 E. 26th St., N. Y. 


5. Jeweled 
Glove Guards 


[] 4. “Town and Country" carryall—handled kit fitted with 
gold-tone compact, lipstick case, and comb, with plenty of 
room for glasses, cigarettes, etc. In different colors— 


retail $2.95. By Dorset Products, Inc., 366 5th Ave., N. Y. 


[] 5. Jeweled glove guards in bright or antique gold plate 
or rhodium finish—$1I8 a dozen. There are other styles, 
too, priced from $7.50 to $30 a dozen, from Interconti- 
nental Import Co., 816 S. Robertson Blvd., Los Angeles, Calif. 
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PASCO Dinnerware 


created by the tamous Lorenz Hutschenreuther and Tir- 
schenreuth factories, Bavaria, Germany. 


The craftsmanship exhibited in this ware has been developed 
over the past 125 vears and exemplifies the best in techni- 


cal skill. 
1/ 


se 





7792 Scotch Thistle 


Complete lines will be displayed at the 


National China, Glass & Pottery Show July 16-21 
Hotel New Yorker, New York 

California Gift Show July 23-28 
Hotel Alexandria, Los Angeles 

Chicago Gift Show July 31-August 11 


Palmer House, Chicago, III. 


PAUL A. STRAUB & CO., Inc. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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1. Minuet Cutting 





2. French Earthenware 





3. Arbor China Design 








[] |. Richly cut on hand-blown crystal glass, this is the 
Minuet" pattern, done in a complete line of stemware, 
retail $2.50 each; 7'' and 8" salad and dessert plates, 
$2.75 each. From Fostoria Glass Co., Moundsville, W. Va. 


[] 2. This chop plate, square salad bowl and round salad 
plate are part of new group of accessories in colorful 
Old Strasbourg design in Luneville French earthenware. 


From Fisher, Bruce & Co., 219 Market St., Phila., Pa. 


[] 3. “Arbor''—grape-and-leaf border design in dinnerware 
done in shadings of purple and green on the “Priscilla’ 
shape. Place setting with 10" plate retails for $9.30. 
From Theodore Haviland & Co., Inc., 26 W. 23rd St., N. Y. 


[] 4. Threetpiece epergne with silver-plated stand, a 12" 
hand-engraved glass bowl and 5" nappy—to be retailed 
for $45. The piece is 10" high, overall, and 12" in 
diameter. From Silver City Glass Co., Meriden, Conn. 


[] 5. Made by Charles Letts & Co., London, ecrase leather 
magnet calendar (with red ring circling day) and en- 
gagement pad, individually gift boxed; retail $2 and $3 

5. English Accessories respectively. From Workshop Cards, Inc., Littleton, N. H. 
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FINE BAVARIAN CHINA, made in U.S. Zone, Germany, for IMMEDIATE DELIVERY 


The six patterns pictured offer a wide variety in types of decoration appealing to various 
tastes. The quality is uniformly high, backed by such world famous names as Carl Schu- 
mann, and Heinrich & Co., known for generations as producing some of the finest china to 
come out of Germany. Open stock on all patterns except Victoria. 


"BOUQUET"—Generously ornamented with floral sprays in rich colors. Gold trim. 93 pc. Dinnerset service for 12: 
$67.50; 29 pc. Teaset, service for 8: $17.50; 21 pc. A.D. Coffee Set, for 8: $9.00; 5 pc. place setting: $2.92. 

“BLOSSOM"'—The flowers in this decoration are predominantly blue, with soft rose and yellow contrast. Gold trim. 
Footed cup, inside decoration. 93 pc. Dinnerset for 12: $79.95; 5 pc. place setting: $3.57. 

"COQUETTE"—This graceful chintz-like pattern has met with instant response. Tiny blossoms of blue, rose, and yellow 
with contrasting light green leaves. Gold trim. Footed cup, inside decoration. 93 pce. Dinnerset for 12: $103.45; 
5 pc. place setting: $4.62. 

“VICTORIA"—Border design with pastel floral decoration. Gold trim. Footed cup, inside decoration. 94 pc. Dinner- 
set for 12: $100.00. 


“EMPRESS'"—This is Carl Schumann's famous old-world Dresden decoration,—never changed since it was first intro- 
duced generations ago. We believe this to be our finest pattern. Place setting of 5 pcs.: $6.71. There are 32 


items in this service. 


“CHATEAU"—Closely related to "EMPRESS" but with OPEN WORK BORDERS. NOT a complete dinnerwaré service, 
but offered in 19 items. A feature of this pattern is tea, and after-dinner cups, the saucers for which have OPEN 
WORK BORDERS. This service is a collector's favorite. Excellent for use with "EMPRESS" which it matches in 


decoration. 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. | 1557 Merchandise Mart 527 W. 7th Street 
137 


FOR JULY, 1950 














2. Spiral Optic Glass 


4. Murano Glass Figure 
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5. Winged Ceramics 





1. Jasper Ware 





3. Bone China Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Back on the market for the first time since World 
War Il started in 1939, Wedgwood's blue-and-white Jasper 
Ware—originally created in 1774—is on display at Josiah 
Wedgwood & Sons, Inc., 24 East 54th St., N. Y. C. 

[] 2. The ‘Waverly’ pattern in crystal glassware, with its 
spiral optic, appears here in stemware (retail $15 a 
dozen) and 8" plate (retail $13.20). Made in assort- 
ment of accessories by A. H. Heisey & Co., Newark, Ohio. 

[] 3. "Rosebud" is the name of this English bone china 
dinnerware pattern of small, scattered roses. Done on 
the "Montrose" shape,. 5-piece place setting retails at 
$12.10. From Doulton & Co., Inc., 212 Fifth Ave., N. Y. 

[] 4. Gay in style and fashioned with the old artistry of 
Venetian glassmakers, this bubbled glass antelope, 6!/4" 
high, is made by Barovier, Murano, retails for $13.50. 
From A. J. VanDugteren & Sons, Inc., 134 5th Ave., N. Y. 

[] 5. So good they have wings—these ceramic puppies and 
kittens are the latest in the series of “angels'’ made 
by Robyn of California. They retail from $3 to $3.50 
each—sold by Edna. Rymal Cox, Brack Shops, Los Angeles. 
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Moonglo, Heisey Rose, and Plantation Ivy 
will all be advertised this fall in such leading 
women's magazines as Better Homes & 
Gardens, House Beautiful, Living for Young 
Homemakers, Bride’s Magazine and Sunset. 
Capitalize on this by tying in your displays 
and newspaper ads. Your Heisey Represent- 
ative will see that your orders get prompt 
attention and that you are well supplied with 
effective tie-in material. 
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famous hand-wrought Heisey 
MOONGLO stemware now retails 
at only $24 per dozen 


Watch your customers’ eyes gleam with delight 

when you tell them they can own beautiful Heisey 
Moonglo stemware at this surprisingly low price. 
Moonglo’s lovely cutting on Lariat hand-blown crystal 
provides great versatility—harmonizes with table settings 
that are formal or sophisticated, romantic or carefree. 


Like the other two brilliant crystal creations 
shown here—Heisey Rose and Plantation luy— 
Moonglo is available in a complete assortment of 
stemware and matching table accessories. 


The finest in glassware ... made in 
America by hand and 
nationally advertised for 
more than fifty years 





Heisey Rose 





Plantation Ivy 


HAND-WROUGHT CRYSTAL 
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4. Bone China Clock 


5. Ceramic Shaker Set 
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1. China Dinnerware 





3. Corn Holders 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Soft in coloring is this dinnerware decoration—the 


"Sierra''—in Franciscan china. The crocus blossom motif 
is done in pastel blue, pink, yellow—103¢" plate retails 
at $3. From Gladding-McBean & Co., of Los Angeles, Cal. 
2. Authentic in both detail and coloring are these im- 
ported figures in Knight Ceramics. The dog stands 8!/4" in 
height, while the bird-on-branch is 534" high and 9" wide. 
Sold by Hudson Commercial Co., Inc., 225 5th Ave., N.Y.C. 
3. Attractive “Corn-Holdits"—good "impulse" sellers and 
gift items are packed as service for four and fitted into 
gift boxes, which may be retailed for about $1.20 each. 
From Jack Martin & Co., 307 Brack Shops, Los Angeles, Cal. 
4. Bone china reproduction of Dresden clock with General 
Electric movement—I0"' high and available in green, blue, 
white or pink. Clock retails for $55 and bracket for $20. 
Sold by Worth Dunham, 527 W. 7th St., Los Angeles, Calif. 
5. Shaped like Aladdin's lamp—salt and pepper shakers 
made in California—ceramic hand-painted with delicate 
flower sprays and touched with gold. Retail—$5 a pair. 
Sold through Walter Kocher, 17 West 57th St., New York. 
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in the industry about the desirability of so many exhib- 
its but the results have been inconclusive. 

How do you, as jewelers, feel about the matter? Do 
you prefer to attend the major shows and get a panoramic 
view of the market? Or do you like staying closer to 
home and visiting the local Shows? Even the exhibitors 
are divided in their opinions of the value of “being at” 





by MADELINE LOVE all of the Shows, so it is really up to the retailer. If 

he visits all of the Shows in sufficient numbers and is 

RE you coming to New York for the China and Glass ready to place orders there—then the Shows will surely 
Show this month? If you are, you will be one of a continue. 


rapidly growing number of jewelers who are finding 
china, glass and giftware so important that they no longer 


can miss the trade shows in the field. From recent re- ILLIAM B. PLATE. who has 
ports, this year’s Show will include a number of addi- just taken over his new duties 
tional lines of merchandise of jewelry store quality, so as vice president of Castleton 
you will find it even more interesting than last summer’s China, Inc., was formerly treasurer 
“debut” Show. of the Shenango Pottery Co., and 

For instance, Theodore Haviland china will be there had previously been an executive 
for the first time, and Lenox china has taken space, too. in other nationally known con- 
Among others who did not exhibit last year but will be cerns. , 


at the Show this time are Imperial Glass Corp., Ridgway 

& Adderley, Dorothy C. Thorpe, Beaver Valley Glass Co.. 

Westmoreland Glass Co., and Fenton Art Glass Co. WILLIAM B. PLATE 
The parlor suites on the fourth floor of the Hotel New - & -@ 

Yorker have been added to the other display spaces in ENSLEIGH C. WEDGWOOD. president of Josiah 

the hotel, and the United States Glass Co. will be among Wedgwood nw Been Tes, has spore a that his 








the exhibitors there. firm is now the United States distributor of Whitefriars 
The dates: July 16 to 21. glassware. One of England’s oldest names in glass, 
== Whitefriars has been made since 1680 and its furnaces 

S for the Gift Shows—the list continues to grow long- have never gone out. In 1923, when Whitefriars was 
er, season by season. There has been much debate moved to its present site, a brazier of live coals was 
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We're reaching the half century mark in a big way! For with the 
50th Anniversary Show a new division in the Hotel La Salle will be 
added to this important semi-annual market. 


At the Palmer House you will be treated to 250 exhibits covering 4 floors while 
the nearby Hotel La Salle will feature an additional 100 exhibits of the same high 
caliber merchandise from outstanding manufacturers. 


You can make this memorable event a profitable event by concentrating 


your buying at this largest-of-all CHICAGO GIFT SHOWS. 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 


E. L. Fondeville, President « Henry Underberg, Vice President 
George F. Little, Managing Director ¢ 220 Fifth Avenue, New York 1, N. Y. 


\Q)\, CHICAGO GIFT SHOW 


JULY 31- AUGUST ll 
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carried from the old factory to light the new furnace 
Designers and craftsmen of Wedgwood and Whitefriars 
are co-operating to create coordinated designs in dinner. 
ware and stemware. 


% % % 


HARLES W. CARLSON, president of the United 
States Glass Co., of Tiffin, O., was host at a reception 
in the Pierre Hotel, New York, on June 14, to introduce 
the new “Wistaria” color in Tiffin glassware. Helep 
Hayes, star of “The Wisteria Trees,” was guest of honor. 
Ruby-violet in tone, the new color shades from very 
deep to ultra-pale and in certain lights seems almost to 
disappear. It is made in two shapes of stemware, both 
with crystal stems and bowls deeply colored at the base 
and paling toward the rim. Plates and accessories are 
also shown in the new color. 


% % % 


H. DORMAN, 225 Fifth Avenue, New York. has 

® been appointed representative for Pickard, Ine.. 

Antioch, Ill... manufacturers of china dinnerware. Mr. 

Dorman will have the line on display at the National 
China and Glass Show in New York this month. 


* % 3 


FeXHE new showrooms of M. Fireman & Co., at 2 Park 

Avenue, New York, were officially opened June 15 
with a cocktail party for the trade and consumer press, 
Meyer Fireman, formerly president of Crownford China 
Co. and Tebor, Inc.. heads the new firm. which will rep- 
resent H. Sacks & Sons, manufacturers of Marlboro 
Manor furniture and of reproductions of Sheffield silver 
hollowware: the Group Leather Corp., Plymouth Lamps, 
and wall-decor accessories. 


% % 


OHN P. BYERS has been made 

assistant to Irving Storch, 
manager of Ridgway & Adderley, 
Inc., New York, distributors of 
English bone china and earthen- 
ware. Mr. Byers was for many 
years sales manager of the dinner- 
ware division of the Shenango 
Pottery Co. 





JOHN P. BYERS 


ORSTRAND, INC., Swedish manufacturers of china 
and stoneware, are opening their own showrooms in 
New York, occupying Room 1014 at 225 Fifth Avenue. 
Fixtures for the showrooms are being made in Sweden, and 
it is expected that they will arrive here in time for an 
opening early this month. Olaf Ollen, sales manager, 1s 
arranging for coast-to-coast representation for the ware. 


% 


ORSET PRODUCTS, INC., 366 Fifth Avenue, New 

York, manufacturers of compacts and fitted acces- 
sories, has bought out the firm of Rex Fifth Avenue, and 
plans to produce an independent line under that name. 
Rex was started in 1919 by the Rosenberg family and in 
1946 was sold to Great American Industries. A year 
later, Theodore Rosenberg, together with Harry T. Sil- 
verman. founded Dorset Products, and the recent move 
brings the Rex name back to the Rosenberg family. 
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rovHEODORE HAVILAND & CO., INC., 26 West 23rd 
| ey New York, has changed the firm name to 
Haviland & Co., Incorporated. Since 1842, the company, 
with its predecessors, has been popularly known as 
“Haviland,” and the change of name has been made to 
conform the title to that by which it is best known. 
% % 
BELS. WASSERBERG & CO., INC.. New York. has 
A introduced 15 new hand-decorated patterns on a total 
of 175 china and glass accessories in the Charlton line. 


% 


OBERT J. OHERRON, formerly with China and 

Glass Distributors. Inc... and Transocean Merchan- 
dise Exchange, Inc., has joined the sales organization of 
the firm of Koscherak Bros., Inc.. New York importers 
of china and giftware. 





Radio ‘Ham’ Airs Repair Business 

Howard Hale, owner of Hale’s Jewelry Store in Fort 
Worth, Tex., has never solicited business through his 
hobby, amateur radio operation, but it has been responsi- 
ble for obtaining watch repair sales. 

“Naturally, the people I contact learn what I do and 
when their watches go on the blink they send them to me 
for repair.” Hale brought out the fact that the system 
of card exchange among amateur radio operators pre- 
vented him from keeping the nature of his business 
camouflaged. 

Hale’s skill as a watchmaker is best exemplified by his 
face-lifted Hamilton Navigator which he converted into 





a 12-hour and a 24-hour watch. “It took painstaking 
workmanship to make this watch do double duty,” he 
said, “but I don’t mind admitting that it has had some- 
thing to do with keeping my watch repair business at a 
healthy level. I fitted one hour-wheel into the other, using 
two pinions on the minute wheel. Everything in it is 
genuinely Hamilton with the exception of the red alumi- 
num paint on the 24-hour hand. 

He considers his trade as a fine art and works at it 
with that finesse. His talks to groups lend weight to the 
authentic atmosphere in which he works and “hams” in 
the remote reaches of the world vindicate their faith in 
the fellowship that binds their fraternity into close ac- 
quaintanceship—even_ patronage. 


° 
“Stop and Shop” Policy 
(From page 132) 
in planning ceremonial or formal meals, etc. Approxi- 
mately four times a year, groups of girls from the high 
schools are brought to the second floor of the store, where 
comprehensive, informative !ectures on the development 
of various patterns, earthenware, china, glazes, under- 
glazes, etc., are all discussed. Since high school groups, 
totaling 25 students at a time. are composed of girls who 
will within a short period become prospective brides 
themselves, extreme pains are taken to acquaint them with 
all of the traditions involved in the selection of china, 
silver and glass during the one-hour visit. All of the 
feminine salespeople of the store have been trained to 
act as lecturers on these tours, and results have been 
uniformly good. 
















FOR JULY, 1950 


oy skins you love to touch 


Here's a choice selection of Calfskin, Sealskin, Steerhide, 
English Bridle, Rancho Mahogany and other fine leathers 
tanned to supple perfection . 
personal leather goods from one, 34-year-old source... 

All made with hand worked details, with the old-world 

skill the Bosca family brought from Spain. Billfolds $1.00 up. 
Dressing Kits $2.00 up. Briefcases from $4.00 and 

Briefbags from $6.00. All guaranteed! Order now. Write for catalog! 


HUGO BOSCA 
Main St., 


.. In a complete line of popular-price, 
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ENGLAND 


Fine English Earthenware 





. ° SPOUVE 
COPELANCS CHINA 
English Bone China CoPetancs cu 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 














The Famous Vienna Rose Pattern 
on a graceful New Shape by 
Royal Vienna, Augarten. 


Exquisite hand decoration on the finest translucent china in a grace- 


ful shape, featuring a unique twisted handle treatment. Available 
in a complete mocha set. 


See the complete line together with Knight ene and Knight 
Crystal Stemware AT ALL MAJOR GIFT SHOW 


chen ee C,. ; = 


225 Fifth Avenue New York 10, N. Y. 
Southwestern Representative: William ‘'Bill'’ Fletcher, 
6544 Brompton Road, Houston 5, Texas Tel. Ma 5-6972 
Eastern Representative: Fred S. Kohn 


Western Representative: Lorraine Ragland, 
712 S. Olive St., Los Angeles 14, Calif. 
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So You Sold Her Silver 


(From page 128) 


start their imaginations going in a profitable direction. 
Many customers have never even thought about having 
design continuity in their tableware; olen don’t realize 
how much more effective a dinner table can be when jt 
is in harmony. So when a lady comes into your store to 
buy silverware, in your sales talk and your displays, make 
her imagination work for you. 

You have to make your customers aware that they will 
really want adequate service of china and glassware fo; 
their silver. In many instances, the thought of a perfect 
table setting when she’s hestens a week from Tuesday 
never umauel to her and when it does—well, it’s too 
much to resist. Also, as your customers gain more and 
more confidence in you, their interest will be greater and 
your sales will show it. 

House Beautiful has used a number of well-known pat- 
terns to illustrate the harmony of theme idea. One ex. 
ample pictures a Spode “Valencia” plate and a Seneca 
fluted goblet with Stieff’s textured “Corsage” silver. A 
second combines a Royal York China tulip-blooming plate 
and a green Fostoria “Colonial Dame” glass with the 
tulip shape of Paul Wilken’s “Danish Crown” flatware. 
A third features a Booth “Lily of the Valley” plate and 
a Tiffin “Karen” glass goblet with Gorham’s new “Lily 
of the Valley” sterling. Each pattern in these combina- 
tions resembles or suggests the others. 

Displays of this type are readily adaptable to your 
selling floor. A wide variety of patterns you now stock 
can be substituted for the examples House Beautiful has 
published. And common sense will tell you which com- 
bine appropriately, once you understand the general 
principle. The main idea is to coordinate your tableware 
counters dramatically, probably with the informative, 
“new discovery’ approach. Build up your customer’s 
interest and expand her thinking as well as gain her con- 
fidence. Nothing will lead to “combination sales” more 


quickly. 





Puts Promotion “On the Ice’’ 


Take a cake of ice one million years old, place it in 
front of a jewelry store, and then get busy to wait on 
hundreds of customers. 

“If you can do anything to create traffic in front of 
your establishment, you will get business,” said Jacques 
Adler, general manager of the Kortz-Lee jewelry store. 
He was referring to a novel “ice cake contest” which the 
firm staged at its main store in Denver, Colo., early in 
September. 

The store arranged to have a piece of glacial ice flown 
from Alaska, so that they could place it beside a cake 
of ice manufactured in Denver. Then the contest began. 
Who could guess which piece of ice would last longer and 
how long it would take it to melt. 

The first prize was a Wittnauer watch. “We did ter- 
rifically well during those two days. Over 1750 persons 
came into the store and signed the contest entry blanks,” 
the manager said. 

The winner was 17-year-old boy, Michael Schnick, who 
guessed within two minutes of the time the glacial ice 
melted. 
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House's Substitute Revenue Provisions Make Tax Bill 
More Acceptable to the Administration; Senate Tax 
Leaders Claim ‘Several Weeks' Necessary for Hearings 


WASHINGTON — Final approval by the 
House of Representatives late in June of 
excise reductions totalling $1.1 billion— 
including cuts on jewelry and clocks of 
$150 million—represents a hard-won vic- 
tory for the retail trades in their efforts to 
“jar loose” the 6-month-old- revenue bill 
from threatened political oblivion. 

The hotly- contested bill, which now con- 
tains provision for raising $433 million in 
new corporation taxes plus other revenue- 
raisers in order to make it acceptable to 
President Truman, is now in the hands of 
the Senate. Tax leaders in the upper cham- 
ber claim they will need “at least several 
weeks” of hearings on the measure, but 
cloakroom talk indicates that a bill may 
receive final approval on the floor of the 
Senate as early as the first week in Au- 
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gust if the tax-writing solons can be goad- 
ed into action. 

The increase in corporation taxes voted 
by the House brings to within $12 million 
the necessary amount of new revenue cal- 
culated as necessary to offset losses to the 
Treasury under the lower excises. If the 
Senate does not reduce this proposed new 
rate of corporate taxation, primarily affect- 
ing firms with an annual income of $167,- 
000 or more, and the bill is approved by 
Mr. Truman, it appears likely that the re- 
duced excise rates could go into effect as 
early as September 1 or October 1. 

Under the provisions of the House-passed 
bill, the present 20 per cent tax on jewelry 
is reduced to 10 per cent. Excises would 
be removed entirely from watches retailing 














“No Tickee—No Washee.” 
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FATE OF EXCISE TAX UP 10 SENATE 





LT 
for not more than $65, and alarm clocks 
and kitchen clocks retailing for not more 
than $5. But a new tax of 10 per cent 
would be imposed on jewelry and antique 
clocks sold at auction in residences jn 
cases where the amount exceeded $100. 

The existing tax on furs would be re. 
duced from 20 per cent to 10 per cent. The 
same reduction also would apply to the 
tax on luggage and toilet cases, while 
purses, wallets, key cases, miscellaneous 
cases, kits, and bags are to be exempted 
completely from the tax. 

In addition, a number of electric, gas, 
and oil appliances are exempted from the 
present 10 per cent tax. Among these are 
cook and water heaters of the 
Household variety, heating pads and blank- 
fans not of the Household or office 
type, baby bottle warmers, hand _ irons, 
electric air space heaters, and toasters. All 
other appliances would continue to be 
taxed at the existing rate of 10 per cent. 

The sudden change in the Truman Ad- 
ministration’s attitude toward the tax bill, 
coming abruptly as it did late in June, 
caught many Senate and House leaders off 
their guard. Within a matter of a few 
days, the entire tax picture changed on 
Capitol Hill from one of almost complete 
inaction to rapid movement. What hap- 
pened was this: White House advisers, al- 
though they earlier had been confident 
that the general public didn’t really care 
about the high, war-time tax rates, sud- 


stoves 


ets, 


denly realized they were combatting a 
“orass-roots’ movement that could well 


cost them the congressional elections in 
November. Once the word was passed to 
the Capitol, the House Ways and Means 
Committee was quick to approve sweeping 
cuts in excises and provisions for raising 
new revenue within a matter of a few days. 


—_—_ —__ __ 


JIC Appoints L. H. Luckoff 


Louis H. Luckoff, senior partner of 
Luckoff, Wayburn & Frankel advertising 
agency, Detroit, Mich., has been appointed 
to the Advisory Board of the Jewelry In- 
dustry Council. 

Mr. Luckoff’s appointment marks a new 
departure for the Jewelry Industry Council 
in including the advertising profession in 
its membership. Other members of the 
board are executives of firms representing 
all phases of the jewelry industry. 
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Wholesale Jewelers Tackle 


Problems With Full Confidence 





Engel and Other Officers Reelected at Chicago Convention 


The proceedings of the 43rd annual con- 
vention of The National Wholesale Jewel- 
ers’ Association, held in Chicago, June 5 
and 6, were characterized by an undertone 
of confidence. It was evident to an experi- 
enced trade observer that the members were 
strong in their faith of the wholesalers’ 
function, his essentiality in the distributive 
system of the jewelry industry. 

Confidence also carried over to the mem- 
bers’ considerations of every question pre- 
sented and discussed during the two days of 
business sessions. All the problems were 
approached with the sureness only asso- 
ciated with men or groups who recognize 
the strength of their position. 

It wasn’t that the wholesale jewelers at- 
tending did not recognize the confusing 
maze of reflections that are present in every 
phase of every field today; nor that they 
were not concerned with those which attach 
themselves to the wholesale jeweler in par- 
ticular. In fact, President Leon J. Engel 
opened the convention with an address 
which, as he expressed it, might be titled 
“Conglomeration or Dilemma of a Bewil- 
dered Industry.” He then proceeded to 
touch on the various negative conditions 
which he considered as subject to correc- 
tion. For example, to combat the increasing 
competition of other industries which are 
getting an ever increasing share of the 
consumers spendable dollar, Engel sug- 
gested the wholesalers give 100 percent 
support to the Jewelry Industry Council. 


RECOMMENDS UNITED FRONT 


In order to win the tax fight the associa- 
tion’s president recommended a continua- 
tion of the industry-wide united front, which 
has been presented to Washington. Said 
he, “Believe me, if we do not get complete 
elimination of the retail excise tax, I per- 
sonally will be the most disappointed per- 
son in our industry. But the situation with 
which we have been confronted has been 
wholly political. Nothing would have been 
accomplished for jewelry had the industry 
not been unified, had each segment been 
working selfishly for its own ends. And 
that we must always keep in mind—that 
a problem confronting the industry is one 
for the whole industry. and it must be met 
with a solid front. To paraphrase a famous 
quotation, it will be either a case of ‘all 
for one or nothing for anyone’.” 

Thomas A. Fernley, Jr., secretary of the 
association, then presented the highlights of 
the executive offices’ activities during the 
past year, some 14 distinct services, which 
were described in greater detail in a folder 
distributed at the meeting. 

Fernley then explained one important 
factor to be taken into consideration when 
studying the releases now being made by 
the government on its 1948 Census of Busi- 
ness. As he pointed out, “the Bureau of the 
Census is not the best classifier of a busi- 
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ness and they must necessarily accept some 
classifications which to you and me do not 
appear appropriate.” Details which will 
clarify the classifications are being worked 
on by Edward Sickles and John Fisher of 
Philadelphia. “It is hoped,” said Fernley, 
“that from the breakdown of the figures will 
come a better understanding of the Census 
figures which give 3,381 as the number of 
jewelry wholesalers in 1948, compared to 


1,805 in 1939.” 


The balance of the Monday morning ses- 
sion was taken up by two engrossing talks 
by talented public speakers, the Honorable 
Wilbert F. Crowley, Judge of the Superior 
Court of Cook County, Chicago, and the 
Honorable Clifton A. Woodrum, President, 
American Plant Food Council, Washington, 


Dm «. 


LEON J. 
ENGEL, 
re-elected 


President 
of NWJA 





The afternoon session opened with a com- 
prehensive talk by G. H. Niemeyer, who 
spoke as Chairman of the Jewelers Vigilance 
Committee. Reviewing the activities of the 
committee and its subcommittee, The Jew- 
elry Industry Tax Committee, Mr. Nei- 
meyer reported on the progress which had 
been made on such efforts as reduction of 
diamond smuggling, policing of quality 
markings, elimination of misrepresentation 
in advertising, regulation of quality controls 
and Congressional action on the excise tax. 
He took advantage of the opportunity to 
again call upon all in the industry to 
present a united front to all the problems 
facing the jeweler. He made a strong plea 











for support of the fine work being done by 
the Jewelry Industry Council and its hard- 
working personnel. 

Not limiting himself to industry con- 
tained problems, Mr. Neimeyer then gave 
out some little known, certainly widely ig- 
nored facts regarding the government's 
encroachment upon the provinces of private 
business. 

Martha Percilla, Fashion Director of The 
Jewelry Industry Council, followed Mr. Nie- 
meyer and presented one of her typically, 
lucid explanations of fashion and its sig- 
nificance in jewelry merchandising. Her 
remarks underlined the ever growing con- 
viction that a national agency such as the 
J.1.C. is valuable and necessary to protect 
the industry’s interests in the style centers 
of the world. She also pointed out how the 
J.1.C.’s efforts have enabled segments of the 
industry to benefit from existing opportuni- 
ties by furnishing advance fashion advice 
which enables producers to _ anticipate 
trends. She also pointed out how important 
it is for the wholesaler and his salesmen 
to keep well informed on fashion so the 
retailer will have good counsel in_ its 
selection and maintenance of a fresh stock. 

Arthur G. Mathews, Promotion Manager 
of the J.I.C.. in over-all terms told the 
Council’s story. Said Mathews, “One ob- 
vious major development of the last 50 
years has been the steady growth of well 
financed industry organizations created to 
consolidate and strengthen their competitive 
positions. Example: the Tea Bureau’s plans 
to invest $1,000,000 in public relations. 

“There is naturally a limit to what any 
one retailer, wholesaler or manufacturer of 
jewelry—or any limited group of them— 
can do on their own to create a greater 
public demand for their products. But the 
only limits on the Jewelry Industry Coun- 
cil are the limits placed there by lack of 
support by each individual member of the 
industry. 

“As wholesalers, you are truly the mid- 
dlemen of your industry,” said Mathews, 
“vou deal with both retailers and manufac- 
turers. You are therefore in the most ad- 
vantageous position of all to promote unity 
of action and cooperative prmotional effort 
on an industry-wide basis.” | 

Walter W. Cenerazzo, National Presi- 
dent of the American Watch Workers’ 
Union, then presented some fresh thinking 
on the labor management picture with a 
talk on Cooperative Capitalism. Said Cen- 
erazzo, “Cooperative capitalism is a must. 

“Cooperative capitalism means a fair 





Association President Leon Engel acted as moderator for the Panel Discussion 
wherein four representatives of the wholesalers were seated on one side of 
the platform and four manufacturers’ representatives were on the other side. 
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return to the investor for the venture capital 
he puts up. It means adequate payment to 
management for furnishing the brains of 
direction. It means a fair day’s pay for a 
fair day’s work for labor, with the accom- 
panying security that a prosperous enter- 
prise can always give. It means last but not 
least, that investor, management and labor 
shall produce the goods as efficiently as pos- 
sible so that they can be sold to the con- 
sumer at the lowest possible cost. 

Cenerazzo then offered a plan for social 
security of workers based upon the setting 
aside of five percent of a worker’s wages, 
matched by five percent of the employer’s; 
the ten percent to be placed with insurance 
companies, or any commercial savings or- 
ganization of the worker’s choice. 

The Monday afternoon session was con- 
cluded with an analysis of “The Business 
Outlook,” by William W. Tongue, Econ- 
omist of the Jewel Tea Co., Inc. With 
charts and tabulations of figures he pointed 
out significant factors indicating the 
strength of the jeweler’s position. 


ADELSHEIM ADVISES TEAMWORK 


The Tuesday morning meeting was open- 
ed with a talk by Maurice Adelsheim, Im- 
mediate Past President of the A.N.R.J.A. 
whose subject “Better Selling Through 
Better Teamwork” was presented with a 
thoroughly sympathetic understanding of 
the wholesalers’ problems. Said Adelsheim. 
“I am speaking as an average jeweler— 
one who is trying to be objective about his 
own business through self-examination and 
realistic appraisal of its faults and short- 
comings. Your own President, Leon Engel, 
made an expression which shows he has 
given the same kind of thought to his seg- 
ment of the industry. He said to me: ‘We, 
as wholesalers, realize that the time has 
passed when a salesman can call on a re- 
tailer, sell him a bill, and forget about him 
until the next call.’ I sincerely hope that 
all wholesalers have an equally enlightened 
and progressive view of this relationship 
with their customers. 

“T believe in the fundamental soundness 
of our economy,” continued Adelsheim. 
“The total number of persons now receiv- 
ing incomes of from $3,000 to $5,000 per 
year has increased 32 percent in the past 
ten years. This group is of special interest 
to us jewelers because it provides our 
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greatest sales potential. I still look for ade- 
quate business this year and next year, 
especially if and when we obtain excise 
tax relief.” 


NACJ PRESIDENT SPEAKS 


H. A. Goldberg, President, National As- 
sociation of Credit Jewelers, spoke on 
“Trade Diversion” and opened his talk with 
the assertion that, “you wholesalers, the 
same as we retailers, have a stake in the 
preservation of our accepted system of re- 
tail distribution. 

“In my opinion, nether the wholesalers of 
the jewelry trade nor the retailers of jew- 
elry ever have been on the job to safe- 
guard and promote their common interest 
when it comes to keeping jewelry-store mer- 
chandise in the trade channels where it 
belongs. Neither segment of the industry 
has done anything outstanding or result- 
producing to check trade-diversion prac- 
tices. 

“Trade diversion stems from human 
weakness, greed, selfishness, short-sighted- 
ness and downright ignorance. In large 
measure, it thrives on dishonesty.” 

Warned Goldberg, at the end of his ad- 
dress, “trade diversion refuses to be con- 
fined to any particular division of trade. 
It reaches into and corrupts manufacturing, 
importing, wholesaling and retailing. In 
the end, it will wreck business as we now 
know it.” 

The next speaker was P. M. Fahrendorf, 
President and Publisher of The Jewelers’ 
Circular - Keystone, whose talk was de- 
voted to a review of the services performed 
by business magazines. The talk also car- 
ried suggestions as to how the wholesaler 
can get greater benefits from the facilities 
made available by trade papers. 

‘Jewelers’ Circular-Keystone,” said Fah- 
rendorf, “is published for and in the in- 
terests of the retail division of the jewelry 
industry, which is the delta of the river 
of distribution through which the mighty 
flow of merchandise spreads as it pours out 
into the market. 

Fahrendorf ended his talk by acknowl- 
edging his respect for the N.W.J.A. and 
the efficient conduct of its operation, say- 
ing, “as is evident,” he said, “sufficient 
dues are charged to cover the cost of render- 
ing real service to your members. Bulletins 
are issued but without the addition of help 
from manufacturers in the form of ‘adver- 
tising.’ 

“It has always amazed me how loud and 
long some associations complain about 
‘trade diversion’ and then have no hesi- 
tancy in selling so-called ‘ads’ in their 
programs and Bulletins.” 

The next speaker, Herman S. Waller 
of Waller & Waller, Counsel for the Na- 
tional Retail Druggists Association, stated 
that “Lax enforcement is a peril to Fair 
Trade laws.” He emphatically stated that 
“manufacturers who ‘wink’ at price viola- 
tions of fair trade contracts, and distribu- 
tors who fail to ‘police predatory price- 
cutters,’ are jeopardizing the existence of 
voluntary Fair Trade laws.” 

He advised delegates to use their legal 
rights under state Fair Trade laws “to 





prevent the return of jungle economics 
to the marketplace.” 

Mr. Waller urged increased court ac- 
tions by individual retailers to “preyent 
Fair Trade from going by default.” 


The Tuesday afternoon session drew 4 
full house, being devoted entirely to the 
Panel Discussion wherein four represen. 
tatives of wholesalers were seated on one 
side of the platform and four reprsenta. 
tives of manufacturers were on the other 
side. The moderator of the question and 
answer program was Association President 
Leon Engel. The wholesalers’ representa. 
tives were: J. M. Montgomery, of M. A. 
Mead & Co.; Theodore Gorenflo, Jr., of 
The Gorenflo Co.; Edward Sickles, of M. 
Sickles & Sons, and Albert Freyer, of The 
Samuel Weinhaus Co. The manufacturers 
were represented by: Miles E. Robertson, 
of Oneida, Ltd.; Roland Gsell, of R. Gsell 
& Co.; Chas. W. Theleen, of General Elec. 
tric Co., and Lowell Halligan, of Hamil- 
ton Watch Co. 


RESOLUTIONS ADOPTED 


At the closing session, five resolutions 
were adopted: 

The first of these urges immediate ac- 
tion to bring relief from the discrimina- 
tory Excise Tax on Jewelry and Kindred 
Lines. The second recommends the Jewel- 
ers’ Board of Trade make changes in des- 
ignations where necessary to properly de- 
scribe the functions performed. The third 
requests Manufacturers and Suppliers to 
thoroughly investigate Wholesalers’ costs 
and to give consideration to adjustments 
in the present Gross Margins. The fourth 
urges that wholesale prices not be indi- 
cated on open printed matter sent through 
the mail. The fifth resolved to re-empha- 
size to Manufacturers now extending less 
than the traditional 2 per cent Cash Dis 
count the importance of this premium for 
prompt payment. 


ELECTION OF OFFICERS 


The officers and members of the Execu- 
tive Committee elected at the closing ses- 
sion were as follows: President, Leon J. 
Engel, J. Engel & Co., Inc., Baltimore, 
Md.; Vice-Presidents: A. C. Wallenstein, 
The Wallenstein-Mayer Co., Cincinnati, 
Ohio; Milton B. Freudenheim, Freuden- 
heim Bros., Inc., New York, N. Y.; J. M. 
Montgomery, M. A. Mead & Co., Chicago, 
Ill.; Immediate Past President, R. Dix 
Edwards, Edwards & Co., Kansas City, 
Mo.; Treasurer, F. Clarke Bechtel, Jos. B. 
Bechtel & Co., Inc., Philadelphia, Pa. 

Elected to the Executive Committee 
with terms expiring 1952, were: Charles 
F. Byrne, J. P. Byrne & Sons Co., Omaha, 
Nebr.; M. A. Callaway, Ewing Bros., At- 
lanta, Ga.; William H. Ficken, A. H. 
Ficken Co., Cleveland, Ohio; Harry Green- 
wold, Harry Greenwold Co., Cincinnati, 
Ohio; Theodore Gorenflo, Jr., The Goren- 
flo Co., Detroit, Mich.; James H. Hetzel, 
Eisenstadt Mfg. Co., St. Louis, Mo., and 
Howard W. Kleitz, B. Kleitz & Bro. Co., 
Wilmington, Del. Charles A. Moore, 
Moore-DeGrazier Co., Dallas, Texas, was 
elected for an unexpired term ending 
1951. 
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JRF Background and Purposes 
Outlined in New Brochure 














In its first published statement of its 
activities, the Jewelry Research Foundation 
announced its aims and policies in a book- 
let called “A Personal Invitation to You.” 
The organization, founded in June, 1949, 
was established as a non-profit enterprise 
dedicated to the task of enhancing the 
dignity, status, and public repute of the 


jewelry industry. 











Under the chairmanship of Beardsley 
Ruml, the foundation recognized the evil 
of excise taxes and asked Leon Henderson 
to prepare an objective analysis on the 
economic effects of the wartime taxes dur- 
ing peacetime. In July, one month after 
formation, Henderson’s study, “The Repeal 
of Wartime Excise Taxes—A Weapon 
Against Recession,” was published and 
distributed to more than 25,000 persons 
and organizations in the jewelry industry. 
5,000 copies were distributed to news- 
papers, magazines, government officials, 








To make a sale, jeweler had to supply a sterling service 
from silversmiths 800 miles away. Ten-pound shipment was 
picked up by Air Express at 10 a.m., delivered that after- 
members of Congress, and others con- | , 

| noon at 3 p.m. Air Express charge, only $2.78. Customer 


cerned with public information. | 
Through periodic reports, both inside. 


bought—to the tune of $1,000—and the gift arrived at the 


and outside the jewelry industry, the Foun- | wedding on time. Jewelers, like every business, make bigger 
dation hopes to correct many of the ex- profits when they give fast service yet still keep high cost 


travagant ideas which are entertained | a ; - 
about jewelers, jewelry, and the industry inventories to a minimum — thanks to the speed of Air 
of which they are a part. The foundation | Express, carried on all flights of the Scheduled Airlines. 
will also supplement the work of other | 


organizations but it will not duplicate | 





Air Express gives you all these advantages 


either their activities or their services. | . 
rar , , World’s fastest transportation method. 
Additional information may be obtained | : . 
by writing to the Foundation at 560 Fitth | Special door-to-door service at no extra cost. 
Aen Maer Yack City. One-carrier responsibility all the way. 
1150 cities served direct by air; air-rail to 18,000 off-airline offices. 
Experienced Air Express has handled over 25 million shipments. 


Pond's Benefit Fund Shows Gain 
Because of these advantages, regular use of Air Express pays. It’s your best air 
A special employee profit-sharing and shipping buy. For fastest shipping action, phone Air Express Division, Railway 
benefit plan set up six years ago by the Express Agency. (Many low commodity rates in effect. Investigate.) 
A. H. Pond Co.—Keepsake Diamond 


Rings—Syracuse, N. Y., has now reached 


a total of $241,000. The plan was started 

in 1944 for the purpose of creating a 

fund in profitable years for distribution Rates include pick-up and delivery door 
te door in all principal towns and cities 


to employees upon retirement. 


Each year, the A. H. Pond Co. has | ss», GETS THERE. FIRST 










contribut ‘ lal s 

uted a substantial sum of money 2 aN A service of 
out of profits for the fiscal year. For the ne EXPRESS Railway Express Agency and the 
year ending January 31, 1950, the com- ~ 14) anata 


pany increased the fund by $28,096.05 out 
of company earnings. This announcement 
was made recently by Robert A. Pond, 
president of A. H. Pond Co., Inc. 
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U. S. Manufacturers Ask Tariff Boost on 
Low Price Movements; Importers Say No! 


Spokesmen for the domestic watch man- 
ufacturing industry have gone on record 
as wanting sharply increased import levies 
on low priced watches and movements. 
They seek at least a return to the 1930 
duty rate. Watchmakers who import 
movements and parts just as vigorously 
oppose an increase. 

The Committee for Reciprocity Infor- 
mation was told at a public hearing in 
June that higher tariffs are not simply a 
matter of industry welfare alone. It affects 
national security as well, witnesses said. 





A letter from Chairman Hubert E. How- 
ard of the Munitions Board to the Re- 
construction Finance Corporation was 
quoted in support of the statement. Mr. 
Howard said, in part, “Maintenance of at 
least a minimum level of operations by 
the Waltham, Elgin, and Hamilton watch 
companies is vital to national defense.” 

In further support of the defense angle, 
E. T. Carmody of the United States Time 
Corporation, cited a long list of items 
which the industry turned out for war 
purposes. Only skilled labor within the 














Here’s beauty to brighten up sum- 
mer jewelry displays...the new 
Dennison Single Ring Box 6350X. 

This new ring box is fresh as a 
breeze and just as welcome Its simple 
beauty — modern and appealing — is 
expressed in gleaming pearl finish 
plastic. A dainty gold leaf pattern lends 
richness to the cover. Ring pads are 
of lustrous transparent velvet, cover 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 


cushions of pure white satin. 

And 6350X is as practical as it is 
beautiful. It can be used for store dis- 
play or as a customer package. It offers 
high value at low cost. It is designed 
to help you make more sales. 

Available in white, pink, blue or 
green pearl finish plastic. Individual 
packers, 12 to a carton. Order by 
number, 6350X. 


FOR MANUFACTURERS 


Dennison: makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 


S@®eeeeenwe2+ee#e 


® ® 
Dennioon KMlanufackuring So. 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 


This box and a display of other jewelry packages may be seen at the Dennison Booth. 
NACJ Convention, Hotel Stevens, Chicago, August 27 through August 31. 
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industry could make them with speed and 
in quantity, he said, and this skil] would 
be lost by further reduction in American 
manufacture of time pieces. 


Representative Harold  D. Donahue, 
Democrat from Mass., led off the array 
of witnesses—some for and some against 
tariff boosts. Pointing out that price ad- 
vantages enjoyed in the lower priced cate. 
gories of imported time items, he asserted 
that even if the 1930 rate were restored, 
it would not afford equality because of 
the greatly increased postwar American 
labor cost. 

The only alternative to higher tariff 
rates, if American watch manufacturers 
are to survive, would be either subsidies 
or quantitative quotas on imports, the in- 
dustry told the committee. But the indus- 
try wants neither of these. 

Appearing for the Elgin Company, 
James G. Shennan said that subsidies les. 
sened the efficiency and incentive while 
imposition of quotas would bring new 
problems including recurring short term 
shortages. The domestic industry wants 
only equalization of labor costs, he said, 
and tariffs seem to be the only remedy, 


CITES FACTS ON WAGE DIFFERENTIAL 


He pointed out that the wage differen- 
tial, something like 90¢ an hour, gave the 
Swiss a $3.66 price advantage over an 
American movement costing $10. The ex- 
isting duty makes up about 39 per cent 
of the difference, he declared, and an in- 
crease of 50 per cent in duty, the maxi- 
mum within the power of the committee, 
would still leave about a $2.50 advantage 
to the Swiss and importers of low-priced 
movements. 

Questioned by the Committee as to the 
probable effects of the tariff on the con- 
suming public, Dudley S. Ingraham, 
president of the Clock Manufacturers 
Association of America, said that foreign 
manufacturers would not be forced out of 
the American market. As for the con- 
sumer, he held that better protection for 
domestic manufacturers would result in 
more research, increased efficiency, and 
better products. 

The Domestic industry did not ask for 
increased rates for higher priced goods. 
In response to an inquiry, the Committee 
was told that the existing rates on watches 
17-jewels or over was apparently “satis- 
factory” at present. 

But sentiment for increased duties was 
not unanimous. Herbert S. Greenberg, 
spokesman for the Watch Case Manufac- 
turers Board of Trade, the Watch Crown 
Manufacturers Association, and the Watch 
Dial Manufacturers Association, took a 
directly opposite stand. 
manufacturers of cases, 
crowns, crystals, and dials would suffer 
from reduced business resulting from 
higher tariffs. He believed that some of 
them undoubtedly would be forced out 
of business under any reduced orders from 
assemblers who depend upon imported 
movements. 

In reply to questioning by the Com- 
mittee, constantly from the point of view 


American 


THE JEWELERS’ CIRCULAR-KEYSTONE 











of the consumer throughout, Greenberg 
said he did not know whether domestic 
manufacturers would benefit or whether 
prices would increase. | 

“But I do not think,” he said, “that 
many people would simply be read right 
out of the market if these watches were 
eliminated or increased in price by the 
imposition of duties.” 

Morris Borodkin, speaking for the In- 
dependent * Watch and Jewelry Local 147 
‘2 New York, supported this stand as did 
Herbert Barenboim speaking for the In- 
ternational Jewelry Workers Union of the 
A. F. of L. He held that it would merely 
increase prices, lower sales, and result 
in unemployment of watchmakers. 

On the other hand, Walter Generazzo, 
president of the Independent Watch Work- 
ers Union, agreed in general with the El- 
sin and Hamilton position. Increased 
tariffs, he said, would be a step in the 
right direction, but only an _ equalization 
of labor costs, in whatever form it might 
take, could prevent detreasing domestic 
watch manufacture. 

“If we had a change in tariff, an ade- 
quate one—far in excess of what this com- 
mittee is empowered to impose—you would 
find all the risk capital necessary avail- 
able for reopening the Waltham plant, he 
asserted. 

Implications that higher tariff would in- 
crease the price of domestically manu- 
factured watches was refuted by R. M. 
Kant, president of the Hamilton Watch Co. 

“Increased volume in our plant,” he de- 
clared, “or in any plant, has a very salu- 
tary effect on costs. The record of Amer- 
ican industry in passing along savings to 
consumers is one of which [I am proud. I 
am confident that it will continue as a 
policy of our industry.” 


HAMILTON PRESIDENT TESTIFIES 


In reply to Committee questioning, 
Kant sad he did not think an increase in 
duty would seriously reduce Swiss imports 
to the United States. He said that a re- 
turn to the 1930 rate would mean only 
increases from 37% cents in low classifi- 
cations to $1.35 in the 17-jewel movement. 
Any increase in American manufacture, 
he said, must eventually result in lower 
prices. 

Kant declined to attempt to estimate 
the probable demand or consumption in 
the future. But Benjamin S. Katz and 
William H. Fox, speaking for the Ameri- 
can Watch Assemblers Association, said 
that it would be impossible for domestic 
watch manufacturers to meet demand _ if 
the flow of Swiss watches and movements 
were reduced substantially. 

They placed the probable future de- 
mand at about 7,500,000 units or about 
> per cent of the population. Any in- 
crease in tariffs, they held, would result 
only in an increased cost to the public. 

Also appearing at the hearings were 
Herbert H. Hulse and Harold Newbrand 
of General Time Corporation; Oscar L. 
Lazrus of Benrus Watch Co.; and Richard 
McMullen, William F. Hameister, and 
Raymond V. McNally of the Independent 
American Watchmakers Union. 
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Tishman and Parker Honored 
At MLHS Testimonial Dinner 


Members of the Maiden Lane Historical 
Society gathered at their favorite meeting 
place, Schwartz’s Restaurant, 198 Broad- 
way, New York, on June 14, at a testi- 
monial dinner which they gave for Maurice 
Tishman and Charles A. Parker in recog- 
nition of their services as immediate past 
president and secretary, respectively, of 
that organization. 

Frank J. McCormack, president of the 
Society, presided at the dinner and after a 
short address of welcome, introduced 
August O. Packer and Jerry Grant, presi- 
dent and secretary, respectively of the 24- 
Karat Club of New York. 

Following the introductions, Mr. Me- 
Cormack read a letter from Mrs. Joseph 
D. Little informing members of the serious 
illness of Mr. Little who was active in the 





Society for many years. (We have since 
been informed that Mr. Little is on the 
road to recovery following an operation.) 
—Ed. : 

Members of the Society presented Mr. 
Tishman with a framed facsimile of an 
original “Plan of the City of New York” 
dated 1728. In accepting the gift Mr. Tish- 
man said that it was doubly gratifyng that 
this recognition should have come on Flag 
Day from an organization as worthy as the 
Maiden Lane Historical Society which aims 
to uphold that symbol and tradition of our 
democracy. 

At the same time, Mr. Parker was pre- 
sented with a desk set as a token of his 
many years of service to the Society as its 
secretary. 

During the course of the dinner the as- 
sembled diners were entertained by an 
accordion player who led them in singing 
popular songs. 





for the jeweler 


Every day the B A & Co. Catalogue is at hand ready 


to be of service when something needed is lacking 


in stock. Through the years it has kept pace with 


the requirements of changing demands. Make it 


a helpful friend. 


SILVERSMITHS BLOG. - 10 $. WABASH AVE. - CHICAGO 3, ILL. 
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: J the coveted prizes of a week-long, all-ex- Jon Whitcomb, to paint in our a 
Winners in Community 5 pense-paid trip to New York, posing for ments and it was difficult indeed — 
-Whitcomb Girl Search artist Jon Whitcomb, earning $100 a day the choice,” he continued. “The anon 

modelling fees, and getting the original of women chosen represent our favorite mar. 

Three months of suspenseful waiting the painting for which they pose. ket—they are the mainstay of the dealers 
have finally ended for thousands of young The contest was conducted through the who sell Community, and who cooperated 
women in the United States and Canada. stores of over 10,000 Community Dealers so energetically to make the ‘Whitcomh 
The five winners of the “Whitcomb Girl” who registered applicants for the contest. Girl’ search a success.” 
talent search, conducted by Oneida Ltd., “The competition, which began March The first winner, Margery Nixon of 
makers of Community Silverplate, with the 22 and ended May 1, exceeded our expec- Pittsburgh, is married to a young lawyer 
cooperation of jewelry stores and store sil- tations,’ Noyes said. “The dealers who She has a Phi Beta Kappa key and a de. 
verware departments, have been chosen, participated in the contest have reported gree from Middlebury College, where she 
according to an announcement made by __ that store traffic was greatly increased dur- | 
Harley H. Noyes, vice-president and direc- | ing the contest period. Sales of Com- 
tor of advertising. munity Silverplate this spring were beyond 

Four young matrons (three of them our expectations. 
mothers) and one single girl will each win “We wanted new faces for our artist, 
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Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 





Margery Nixon Carol Houg 
Pittsburgh, Pa. El Reno, Okla. 


| was voted Junior Queen in 1948. With an 
| inborn taste for designing she makes most 
| of her own clothes and furnishings at home. 
| Her application to compete in the contest 
was filed with Kaufmann’s Department 
store. 
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Jeanne Evans Lorna Owens 
Inglewood, Calif. Austin, Texas 


| Carol Hough of El Reno, Okla., is a 23- 
_ year-old aviation enthusiast who pilots her 
| own plane. Her husband was an Army 
| flying instructor during the war. They have 
| a three-month-old daughter. Carol is a 
| three-time contest winner—in 1946 she was 
beauty queen at nursing school, the fol- 
lowing year she was college queen—and 
now she is a “Whitcomb Girl.” 

Jeanne Evans of Inglewood, Calif., is 22 
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a 5 and has been married three years to a 
ae theater manager. They have a 14-month-old 





daughter, April. Besides being a_ proud 
and competent homemaker, she holds down 


510 





“oanewie™ re 37 W.47th ST a full time job as an insurance agent. Her 
NT a ade) 14 hair is auburn and her eyes blue-green. 
Represented by Sh h q 
° / 19, N.Y. e entered the contest through Anderson 
a ners Jewelers in Inglewood. 


; ; tT. A ' 
Lothar Goldschmidt Dep The fourth winner, Lorna G. Owens, 18, 
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Tex., is a student at the Uni- 
Texas and a talented artist in 
her own right. She teaches art during 
summer vacations. Her application for 
entry in the contest was filed with Mc- 
Kinnon’s Jewelers of her home town. . 

Joyce Davidson, the winner from Hamil- 
ton, Ontario, is a petite blonde housewife 
and mother. Joyce has made five months- 
old daughter Shelley and husband Doug 
her career. Her application to compete in 
the Community Whitcomb Girl search was 
fled with Lighter’s Credit Jewelers of 
Hamilton. 

One of the highlights of the girls’ trip 
to New York City will be a visit on July 
llth to Oneida, N. Y. (home of Com- 
munity Silverplate), to participate in the 
semi-annual Community Agents’ meeting. 


of Austin, 
versity of 


NACJ ‘We'll be there’ Stickers 
Promote Attendance at Show 


A promotion record was set recently by 
the National Jewelry Fair when it an- 
nounced that over 200,000 sticker-seals 
have been sent out to exhibitors as well 
as to representatives of retail jewelry out- 
lets. The sticker, designed to be used by 
retailers as well as manufacturers, mea- 
sures about one inch by one inch and has 
a blue background with silver embossed 
letters. The slogan—‘We’ll Be There”— 
is across the top. 


SeTONAt 
JEWELRY FAIR 


CONVENTION 
CHICAGO «aes 
27-31 « The 





ays, 


The sticker has been used on letterheads 
and other mailing pieces by exhibitors to 
promote sttendance at the National Jewelry 
Fair and Convention of the National Asso- 
ciation of Credit Jewelers at The Stevens 
—August 27-3l—in Chicago. 

The fact that a large percentage of ex- 
hibitors requested the sticker indicates fine 
cooperation to increase attendance at the 
fair. 

In addition to the sticker, a large adver- 
lising campaign, with copy slanted toward 
the benefits buyers will derive by attending 
the fair, is being conducted in the business 
publications of the jewelry industry. This 
wide coverage through jewelry trade publi- 
cations, plus the huge distribution of the 
sticker, all jewelry, giftware and specialty 
shops will have been reached with the 
National Jewelry Fair message. 

The convention committee of the Na- 
tional Association of Credit Jewelers is 
convinced that the attendance at the 1950 
National Jewelry Fair—the fifth of these 
events—will surpass all previous attend- 
ance records. 

Retail jewelers planning to attend the 
National Jewelry Fair—August 27-3l—in 
Chicago are urged to make immediate 
reservations at either The Stevens, Head- 
quarters Hotel, or the Congress Hotel. 
Ample sleeping room accommodations 
have been arranged (in both hotels) for 
visiting jewelers. 
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J. A. Silver Company 
Opens New Showrooms 
The J. A. Silver Co., New Haven, Conn., 


wholesalers, recently opened one of the 
most attractive street-level showrooms in 
the New England area. Two colonial type 
doors set in a red brick facade, flank a 
small-pane sash-window to make the estab- 
lishment blend in with the background of 
the community. 

Located at 167 George Street, the new 
and larger showrooms of the company were 
formally opened recently with a housewarm- 
ing party to which jewelers, manufacturers 
and retailers, were invited. The company, 
formerly located 867 Chapel Street, in New 
Haven, distributes a full line of jewelry 
store items, including 14 brands of clocks 





and low-priced watches, seven lines of ap- 
pliances, as well as silverware, gold filled 
and karat jewelry, Swiss watches and gift- 
wares. 


Goff Co. Sells Sarasota Store 


The Goff Jewelry Co., credit jewelers 
with stores located in Lakeland, Fort 
Myers, Sarasota and Tampa, Fla., have 
announced the sale of their Sarasota store 


to E. M. Rich and Sidney Lebar. 


Rich and Lebar formerly operated the 
Rose Jewelry Co., with stores located in 
Huntsville and Decatur, Ala., and Laurel 
and Meridian, Miss. 


The Sarasota store is located at 370 
Main St. 
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Jor Greater Sales — dress 


up your merchandise 1n 
an individualized package 
“Custom designed ty NOBLE" 





Noble Designers will develop the proper Presentation 
to match the Skill and Beauty which you have put into 


your choice Products. 


oeeeoF. H. NOBLE & company 


Manufacturers 


559 WEST 59th 


STREET 


° CHICAGO 21, ILL. 


BRANCH SALES OFFICES 


15 Maiden Lane 
NEW YORK 


29 E. Madison St. 
CHICAGO 


111 Westminster St. 
PROVIDENCE 
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Court Considers Proposals | 
To Re-open Waltham Plant | 


Prospects that the 100-year_ old 
Waltham Watch Co. will re-open soon now 
appear brighter, following disclosure of | 
several more plans to put its 2,400 idle | 
employees back to work. | 
‘These plans were disclosed during and 
immediately following a hearing on June 
12 before Judge George C. Sweeney in the 
U. S. District Court in Boston, and right 
after a' parade of protest, in which more 
than 2,000 self-styled “displaced persons” 
took part on Sunday, June 11. 

Last-minute developments looking — to 
keep the century-old plant in operation 
included: 
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A renewed offer by Frederic C. Dumaine, 
Sr., president and board chairman of the 
New York, New Haven and Hartford Rail- 
road, to advance $2,000,000 to help pay 
off a $4,000,000 debt to the Reconstruction 
Finance Corporation; 

Assurance from Washington, D. C., by 
a director of the RFC—Waltham Watch 
Company's biggest creditor—that the com- 
pany will be reorganized and _ re-opened 
under new management through “outside 
capital”; 

A disclosure by Allen B. Gellman, 
president of the Elgin American Co. watch 
case manufacturers, that it made an offer 
two months ago to the Federal Court for 
the bankrupt Watch Co.; and 

Efforts by the Bulova Watch Co., New 
York, which were announced through an 
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"| find the New Hermes has 
helped me close many, many 
soles which | would not have 
made without it. It is reallv 
a wonderful profit-maker."’ 
Samuel Shavitz 
Stanley's Jewelers 
Morganton, N. C. 
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attorney who appeared before Judge 
Sweeney, to invest approximately two ail 
lion dollars of equity capital—$600,000 
in the form of an exchange of one share 
of Bulova stock for 70 shares of Waltham 
and $1,400,000 for a new issue of preferred 
stock. Under the Bulova proposal. all 
unsecured creditors would be paid in ful] 
in cash. 

Judge Sweeney set June 20 as the time 
when he will hear final arguments on the 
various proposals for the 
of the Waltham Co. 


reorganization 


The proposals came with dramatic rap- 
idity just within the previous deadline set 
by the court. They all raised the hopes 
of the idle workers—who had massed on 
Sunday for their final plea for assistance. 

On foot, and in placarded buses. the 
marchers in the parade were augmented 
by several bands and numerous floats— 
stretching the procession for nearly a mile 
as it wound through the downtown streets. 
A mass meeting followed the parade. 

At this meeting on Sunday, June 11, 
Walter W. Cenerazzo, president of the 
American Watch Workers Union, indepen- 
dent, attacked the Bay State’s Governor 
Paul A. Dever for his failure to urge the 
Truman administration to increase tariffs 
watches and _ watch 


on imported move- 
ments, 
The administration is so concerned 


about helping the people of Europe that 
it is willing to ignore the plight of Ameri- 
can workers, said Mr. Cenerazzo. It will 
not make the RFC grant a new loan even 
though the entire Massachusetts congres- 
sional delegation favors it, he charged. 
Meantime, a plan offered by Governor 
Dever that the plant might be used for 
guided missile production didn’t seem to 
mean much to the unemployed watch work- 
ers. More than 900 of these workers are 
over 45 years of age, and with their seniority 
rights gone, they would be unable to get 
jobs if the plant were to be controlled 
by a new concern, it was pointed out. 


BULOVA AND DUMAINE OFFER PLANS 


As the several-times continued hearing 
was re-opened in Federal Court on Mon- 
day, June 12, the offers by Bulova Watch 
Co. and Frederick C. Dumaine were pre- 
sented to Judge Sweeney. 

The Bulova plan, filed in court late in 
the day by Talcott M. Banks, Jr., Boston 
attorney representing the New York com- 
pany, was stated to have the tentative ap- 
proval of the RFC. 

Mr. Banks said Bulova was “reluctant” 
to enter the case until it seemed “essen- 
tial for Waltham and the watch industry.” 
Bulova, he said, came forward with its 
proposal because “there appears to be no 
other party who can supply sufficient 
equity capital to the satisfaction of the 
RFC, and that the only plan now being 
considered is that of the trustees which 
substantially would be a liquidation.” He 
said that a sale of this type would prove 
most harmful, not only to the watch in- 
dutry, but to the entire jewelry field as 
well. 
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JITC Maps Tax Action + 
At Special N. Y. Meeting 


Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee, reported on the 
activities of the group to date at a special 
meeting held on Friday, June 16 in New 
York. 

Mr. Engel told of the splendid coopera- 
tion received from the local cooperating 
chairmen and Minute Men throughout the 
country in securing the assistance of the 
jewelers in all of the states, who com- 
municated with members of Congress. The 
jewelers brought to the attention of Wash- 
ington the static condition of the industry 
today, and also asked for prompt action 
in the passage of legislation granting ex- 
cise tax relief. 

Donald L. Wilkins, president of Man- 
agement Planning, Washington, D. C.,, 
outlined the present situation to the mem- 
hers of the Committee. He _ stated that 
it was anyone’s guess as to whether or 
not the Congress would pass a tax relief 
measure at this session. He pointed out 
the political implications in connection 
with tax action by Congress now, and how 
whatever steps are taken could be inter- 
preted from the political angle. He stressed 
the importance of grass roots approach, 
which the Jewelry Industry Industry Tax 
Committee has consistently used in the 
tax fight. 

The Committee decided on steps to be 
taken when the bill reaches the Senate 
Finance Committee, and it will continue 
to strive in every way to secure relief be- 
fore Congress adjourns. 


————— 


Zeitung Elected to Board 
Of International Silver Co. 


Alpeck L. Zeitung, director of flatware 
sales, has been elected a member of the 
board of directors of the International Sil- 
ver Co. and to the Executive Committee. 

Born in San Francisco, Mr. Zeitung be- 
came associated with International Silver 
after serving in the display department 
of the Great Northern Railroad, the adver- 
tising department of the American To- 
bacco Co., and the sales division of the 


Western Clock Co. 


ALPECK lL. 
ZEITUNG 
Named to Board 
of Directors 
of International 
Silver Co. 





He has been associated with the com- 
pany for the past 38 years, having joined 
the sales promotion department in 1912. 

Mr. Zeitung has direct sales supervision 
of all International Silver Company lines 
of flatware—plated and sterling—includ- 
ing the three nationally advertised lines, 
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International Sterling, 1847 Rogers Bros., 
and Holmes & Edwards Sterling Inlaid 
Silverplate; also the hotel department and 
export sales. 





JIC Readies Watch Repair Drive 

The Jewelry Industry Council will short- 
ly release information and material to its 
members which will help them plan for 
the second annual promotional campaign 
called “It's Watch Inspection Time.” This 
nationwide promotion will be staged from 
September 7th to 16th. 

Retail jewelers all over the country will 
join promotional forces during the cam- 
paign to encourage the public to “check 
up... then... dress up” their watches. 







Directed by Mr. Wm. 
O.Smith, President W.P.H.|I., 
Pittsburgh, Pa. to demon- we 
strate the new ESEMBL-O- 
GRAF method of watch re- 
pair. 


Eventually every watchmaker will realize the superi- 


ority of the PAULSON Time-O-Graf in getting all 
ON THE PAULSON TIME-O-GRAF 


the answers. 
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"| owe much to my Paulson 
Time-O-Graf for the knowl- 
edge and helps 
watch repairing and busi- 
ness building." 


A & B Watch Service, 
9 Maiden Lane, N. Y. C. 


Albert E Haase, executive director of the 
council, stated “the purposes of the pro- 
motion, using free watch inspection as an 
attraction, are to increase store traffic, in- 
crease watch repair income, increase watch 
attachment sales, increase watch sales, and 
expose store trafic to all merchandise in 
retail jewelry stores” 

The JIC will offer promotional aids in 
the form of suggestions for newspaper ad- 
vertising, radio commercials, direct mail, 
and window displays. The Council will 
also include in its packaged promotion win- 
dow display cards and newspaper mats of 
the campaign emblem and slogan. This is 
the sixth nation-wide promotion the JIC 
has offered its members this year. 


[ssenlty ON 
T/ME-O-GRAF 
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Jack Blackman, 















Mr. Jack Blackman's 
dis-assembly and 
assembly procedure 
won first prize of 
trophy and one 
hundred dollars. 
TIME: 16 MINUTES, 
37 SECONDS. 


Eventually every watchmaker will know that only the 
PAULSON Time-O-Graf can give a continuous 24-hour 
check-up on a chronograph movement, so necessary be- 
fore the chronograph parts are assembled. 


ON THE PAULSON TIME-O-GRAF 


with continuous tape record, it is pos- 
sible to get all the answers including 
the train, pallet stone, roller jewel, etc. 


can you regulate your watch and see 
exactiy what it is doing as you move the 
regulator. Wonderful for hairspring work 


on one complete record. 
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Capacity Crowd Attends MLOC Outing 








The annual outing of the Maiden Lane 
Outing Club drew its usual large attend- 
ance on Saturday, June 3. Held at Green’s 
Hotel, Pleasantdale, N. J., for the second 
consecutive year, 165 members and appli- 
cants were treated to fine weather which 
gave everyone a chance to enjoy their 


choice of the several outdoor activities 
available. The air was a little too much 
on the cool side for the pool to get the 
use it did at last year’s outing, but the 
baseball diamond, handball courts, ping 
pong table and the tables available for the 
more inactive players drew a full comple- 
ment of devotees. The nearby Essex Coun- 
try Club was available for the golf fans. 

Following the morning’s activities, the 
reputation of the hotel was maintained 


with an excellent lunch, after which the 
more sturdy took up their interrupted play. 

At the excellent dinner which concluded 
the day’s festivities, prizes for the winners 
of the various events were awarded. These 
were as follows: Golf, Eliot Marks; Darts, 
Howard Hetherington; Table Tennis, Sam 
Mintz; Handball, Moe Levine and Sam 
Mintz; Baseball, Jack Kirshenbaum, cap- 
tain of the winning team. 

Credit for the fine turnout and excellent 
program for this year’s outing was given 
to Dave Kay, Chairman, who was ably as- 
sisted by Steve Lucas, Jack Carling, Al 
Walden, Dave Levy, Jack Kay, Al Jacob- 
son, Jimmy Theise, Julius Hurley, Dick 
Bromley and Louis Cutler. Jack Carling 
was named chairman for the 1951 outing. 





Jewelers Protest Price Cutting 


Retail jewelers, whose livelihoods have 
been threatened by the price-cutting prac- 
tices of so-called “discount houses” and 
illegitimate manufacturers and jobbers who 
violate established Fair Trade practices, 
were scheduled to hear a plan to combat 
the problem at a mass protest meeting on 
Sunday, June 25th, at the Hotel Astor in 
New York City. No coverage could be made 
for the July issue because of deadlines. 

A “call to arms” was issued to retail 
jewelers and their associations in the met- 
ropolitan area by the Retail Jewelers’ As- 
sociation of Greater New York. According 
to Phineas Peters, chairman of the execu- 
tive board and Samuel R. Zickerman, 
chairman of the Fair Trade Committee, 
this is the first time that retail jewelers 
are joining together in a concerted effort 
to take action against these “discount 
houses.” Until now, they reported, legiti- 
mate retail jewelers have been adhering 
to the manufacturer-set Fair Trade prices 
and, consequently, suffering in volume loss 








and good will by price-cutting practices. 

Members of the Fair Trade Committee, 
E. M. Belman, Sam M. Jacobson, Joseph 
Levin, S. R. Zickerman, and _ Phineas 
Peters, stressed the importance of all-out 
attendance to lend support to this im- 
portant plan. 

The Metropolitan Retail Jewelers’ As- 
sociation, Brooklyn Retail Jewelers’ Asso- 
ciation, Bronx Retail Jewelers’ Association, 
and the Long Island Retail Jewelers’ As- 
sociation were all scheduled to attend the 
rally. 


oo... 


W. A. Bloch Appointed 
Assistant Sales Manager 


William A. Bloch has been appointed 
assistant sales manager of the Flo-Ball 
Pen Corp. of New York City, where he 
will work under the direction of Charles 
Sabel, vice-president of the company. 
Prior to coming with Flo-Ball Bloch was 
associated for nine years with the sales 
department of Eversharp, Inc. 
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The firm, formerly known as Arnold R. 
Hartman, also has a downtown office lo- 
cated at 2 Maiden Lane. 

q Adolph Pusrin of A. Pusrin & Bro., was 
elected president of the East Side Jewel- 
ers Association at a dinner meeting of the 
organization held on June 14. Other ofh- 
cers elected: Paul Meyer, M. Pruzansky 
& Sons, Inc., vice president; Harry Cohen, 


Ea | 





4 The Goldstein-Gerson Co., manufactur- | 
ing jewelers of 126 W. 46th St., New 
York, has announced that they will be 
closed from July 1 through July 16, in- 
clusive, “in order that their employees | 
might enjoy a well-deserved vacation.” | 
4 Abner Shaw of Abner Shaw Co., 342 
Madison Ave., New York, accompanied 











by his wife, sailed on June 28 aboard the 
Ile de France for an extended European 
trip. They plan to visit the major diamond 
centers of Belgium and Holland. 

q Adolph and Jack Pusrin will leave for 
California on July 1, accompanied by 
their wives, for a month’s vacation. Their 
business, Adolph Pusrin & Bro., 59 Chrys- 
tie St.. New York, will be closed during 
their absence. 

4B. Weisz & Co. has announced the re- 
moval of their office to 580 Fifth Ave., 
New York. The firm was formerly located 
at 125 W. 45th St. 

q Abe Feinberg of A. & J. Feinberg, dia- 
mond importers located at 62 W. 47th 
St. New York, flew to Antwerp on June 
17 to visit the diamond markets of Am- 
sterdam and Antwerp. Mr. Feinberg ex- 
pects to remain abroad until the latter 
part of August. 

q Harry B. Gerber, president of the New 
York Guild of the American Gem So- 
ciety, presided at the May 16 meeting of 
the group held at the offices of J. R. Wood 
& Sons, 216 E. 45th St., New York. Dr. 
Ralph J. Holmes gave an illustrated lec- 
ture with the use of mock-ups on the 
“Behavior of Light in Properly and Im- 
properly Cut Gemstones.” A surprise visit 
by Robert M. Shipley, who founded the 
American Gem Society in 1934, was cor- 
dially welcomed. Samuel Hardy of Nor- 
folk, Va., was also welcomed as a guest. 
The group will hold its next meeting on 
the third Tuesday in September at which 
time they will visit the diamond cutting 
plant of Lazare Kaplan and Sons. 

q Philip Kaufman, manufacturing jeweler, 
has moved his office and factory from 37 
Maiden Lane, New York, to his own build- 
ing at 1572 Williamsbridge Road, Bronx, 
N. Y. 

q Bernard Landau, 608 Fifth Ave., New 
York, recently returned from a_ three 
months’ trip through Europe where he 
visited the principal gem markets. Mr. 
Landau reports that fine quality colored 
stones are in scarce supply and foreign 
prices for these goods are much _ higher 
than those currently quoted in the United 
States. 

4 The newest member to join the ranks 
of the Retail Jewelers Council is Ben 
Gordon Jewelers, Mount Vernon, N. Y. 
The firm was admitted to membership on 
February 28. 

4 The Hartman-Cutler Corp., manufac- 
turers’ representatives, held a grand open- 
ing party in their new and larger quarters 
at 55 W. 47th St., New York, on June 20. 


FOR JULY, 1950 





























Jacob Cohen & Sons Jewelry Co., trea- 
surer, and Morty Brill, secretary. Presi- 
dent Pusrin stated that members of the 
association will take their vacations from 
July 1 through 10 and that they will close 
their stores during that period. 

q Irwin V. Bertuch, jewelry display con- 
sultant formerly located at 106 W. 45th 
St., New York, has moved to new quarters 


at 416 Fourth Ave. 





Associate Jewelers Present 
Plaque to Isidore Tenen 


A testimonial dinner was tendered by 
the Board of Directors of Associate Jewel- 
ers, Inc., in honor of Isidore Tenen, its 
outgoing treasurer, on June Ist at the Bris- 
tol Hotel, New York. Tenen was treasurer 
of the organization for the past 17 years 
and resigned because he retired from the 
firm of Tenen Brothers, manufacturing 
jewelers. 





Herman Ostrin (right) president of Asso- 
ciate Jewelers, Inc., presents Isidore Tenen 
with a bronze plaque as a permanent ex- 
pression of acknowledgment for his 17 years 
of service as treasurer of the organization. 


Tenen is going to enter a new enter- 
prise in the retail jewelry business, having 
purchased the business of Chrystal Bros., 
784 Broad St., Newark, N. J. Herman 
Ostrin, president of the association, pre- 
sented Tenen with a bronze plaque as a 
permanent expression of acknowledg- 
ment for his 17 years of service as trea- 
surer. 





JCA Announces Vacation Dates 


In a letter to all members, Henry L. 
Sperling, executive secretary of the Jewelry 
Crafts Association, announced that this 
year vacations will commence on Monday, 
July 3, and end on Monday, July 17. 
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We also send diamonds on approval. Ask 
for Price List No. 17 of April 1950. 
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Diamond Cutters 


Recutting and Repairing for the Trade 
Expert diamond cutting for the 


Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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New York State Jewelers 
Re-elect Campbell President 


Malcolm Campbell. of Canandaigua, was 
re-elected president of the New York 
State Retail Jewelers Association at the 
organization’s annual convention held on 
May 14 to 16 at the Hotel Governor Clin- 
ton, Kingston. 

Also re-elected were E. Lathrop Sunder- 
lin, of Rochester, as secretary, and Boyd 
Evans, assistant secretary of the American 
National Retail Jewelers Association, as 


| treasurer. 








Elected as vice presidents at the con- 
vention were: Alfred A. Smith, New York 
City; Henry J. Wilson, Syracuse; Austin 
J. Horton, Buffalo; E. M. Belman, New 
York City; Harry R. Gerber, White Plains; 
J. Francis Thibault, Utica; Charles Heis- 
ler, Albany; Samuel Scudder, Kingston; 
Phineas Peters, Brooklyn; Henry Pedroni, 
Saranac Lake; L. Schreibman, Elmira, and 
W. J. MacDonald, Perry. 

During the business sessions of the con- 
vention numerous speakers delivered ad- 
dresses on matters of interest to the jewelry 
trade. These speeches included one on 
the “New York State Disability Benefits 
Law,” “Jewelry-Plus 20% Tax,” “Diamonds 
and Your Customers” and a discussion on 
“Advertising in the Retail Jewelry Busi- 
ness.” Reports of regional vice-presidents 
were also received. 


Monod Named Exec. V. P. 
Of Eterna Watch Company 


Jaques H. Monod, former general man- 
ager of the Harvel Watch Co., has been 
named executive vice president of the 
Eterna Watch Co. of America, Inc., 580 
Fifth Ave., New York, according to a re- 
cent announcement by Dr. Rudolph Schild- 
Comtesse, of Grenchen, Switzerland. di- 


_ rector general of Eterna, a Swiss watch 
firm with representation in every country 
in the world. 





| vice president, will be in 


JACQUES H. 
MONOD 


Named Executive 
Vice President 
of Eterna 
Watch Co. 





Pierre Bohy as 
charge of adver- 
tising, merchandising and sales promotion 
for Eterna in the United States. He has 
been identified with the watch industry 
for almost 20 years, and is an outstanding 
watch stylist. 

Born in Gilly, Switzerland, Monod en- 
tered the watchmaking field in Lausanne 
in 1931. As a result of a world market 
survey he compiled in 1936, he was ap- 
pointed in 1937 to head the Le Coultre 
agency in the United States, which joined 


Monod. who succeeds 


| in 1938 with Vacheron & Constantin, 


| Later, when Le Coultre became affiliated 
| with Longines, Monod was selected to head 
both the Le Coultre and Vacheron & 
Constantin lines. In 1941 he joined Nor 
man M. Morris, distributor of Omega, sail 
in 1945 became general manager of the 


Harvel Watch Co. 


—_—________., 


N. Y. 24 Karat Club Outing 
‘One of the Most Enjoyable’ 


Although the weather could have been 
more ideal, this year’s annual Outing of 
the 24 Karat Club of the City of New 
York was one of the most successful ang 
enjoyable ever held by the Club. \ 
diversified program for the entire day wes 
arranged by Herman L. Baskin. chairman 
of the outing and vice president of the 
club, who, together with his outing com. 
mittee, deserves much credit for making 
the affair such a huge success. The outing 
was held on June 15 at Travers Island. 
Pelham, N. Y. 

Unique and entertaining games devised 
by Sigmund Cohn were featured during 
most of the day and drew a large number 
of enthusiastic players. Mr. Cohn was ac. 
corded a rising vote of thanks for provid 
ing these intriguing contests for the 
amusement of members at the outing. 

Winners of the various contests originated 
by Mr. Cohn were as follows: “Idiot's 
Delight”: Harold Alberts, first prize, Wm. 











B. Ogush, second prize; “Goofy Golf”: 
Carl van Dam, first prize, Hy Cohen, 


second prize; “The Ball Fan’s Nightmare”: 
James H. Stern, first prize, Benjamin §. 
Katz, second prize; and the “Wild Animal 
Pistol Range”: Jerome T. Agate, first prize, 
Edward Summick, second prize. 

The horseshoe pitching contest was won 
by Albert O. Osterwald and John A. 
Sommer. Runners-up: Walter N. Kahn 
and James Schulz. 

Jerome T. Agate won 
prize for correctly guessing the number of 
words in the Declaration of Independence. 
Runners-up received sterling tie clips ap- 
pliqued with the insignia of the Club. 

The party was climaxed with the cus 
tomary shore dinner, at which members 
were entertained by an accordion player 
who led them in singing popular songs. 

As a souvenir of the occasion each men- 
an attractive A.S.R. pocket 


the president’s 


ber received 


lighter. 
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quality movements; 
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All sizes of clocks. Ask for Price List 11 
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Mayor Dana C. BEATTY, an associate of 
William Wagner, director of credit jewel- 
ers’ trade associations, died of a_ heart 
attack on June 5 while riding in a taxicab 
on East Fifty-Eighth St., New York. Major 
Beatty was born in Pennsylvania and 
served in the Signal Corps in the Philip- 
pines during the Spanish-American War 
and the Philippine Insurrection. He served 
as a major in the same corps in the first 
World War, and during the recent war was 
chief clerk of two Signal Corps Supply 
Depots. He retired from the service three 
years ago. 

Mrs. AppiE Fisk GOopELL, 79, for twenty 
consecutive years an ofhcer of the New 
Hampshire Retail Jewelers Association, 
died on June 4th after a long illness. Mrs. 
Goodell was born to the jewelry business 
through her father, F. P. Fisk, who owned 
and operated a jewelry store in Epping, 
N. H. She succeeded her father and, in 
addition to owning and operating a suc- 


MRS. ADDIE 
FISK GOODELL 





a 


y A, ys 


cessful retail store, was for four years 
president of the New Hampshire RJA, the 
only woman to ever head a state organiza- 
tion. Prior to becoming president, Mrs. 
Goodell served as secretary-treasurer of the 
association for 16 years. Widely known and 
admired in jewelry circles, her host of 
friends will long remember Mrs. Goodell 
for her kind and considerate personal 
qualities which won the esteem of everyone 
who was privileged to know her. 

Leroy F. Li PTON, 61, owner and oper- 
ator of Lupton’s Watch Shop, 433 11th St.. 
N. W., Washngton, D. C.. died late in May 
of a heart attack. Born in Baltimore. Mr. 
Lupton learned engraving and watch re- 
pairing in Norfolk, Va., and moved to 











#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red. 
I a he ae a $7 K 
#22J Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... 11 K 
#35J — Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
i i a $13 K 
232” and 25%” for Swiss and 
» Waltham. Immediate Delivery. 

ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 


| WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mali service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 




















FOR JULY, 1950 





Oe . 
ee 








Washington shortly before World War I. 
He went into the watch repair business at 
Ninth and F Sts., N. W., later moving to 
Ninth and E Sts., N. W. He had occupied 
the llth St. address for the last ten years. 
Surviving are his widow and a_ son, 
Thomas F. Lupton, who will continue to 
run his father’s shop. 

Leon Axtuison MacKown, 71, director. 
of advertising for Wallace Silversmiths. 
Wallingford, Conn., died June 6 in Meri- 
den Hospital after a brief illness. Born in 


LEON A. 
MacKOWN 





Ontario. N. Y.. Mr. MacKown was a grad- 
uate of Syracuse University and had been 
associated with the Wallace Co. for the 
past ten years. Before joining Wallace he 
was long connected with Oneida, Ltd., 
Oneida, N. Y., as a sales executive. He is 
survived by four sons, a daughter and a 
sister. 

Roy E. MartTINDALE, owner-operator of 
Martindale’s Jewelry store at 522 E. Broad- 
way, Glendale, Calif., recently died of a 
heart attack. He is survived by his widow, 
Nada. who will continue to operate the 
business. 

THomas H. McCarrrey, 55, vice presi- 
dent of Nanasi Co., Inc., West New York, 
N. J.. died May 20 at his home in North 
Bergen, N. J. Mr. McCaffrey was president 
of the Old Lincoln Republican Club of 
West New York, N. J.. and was, from 1935 
to 1939, comptroller of that city. 

Harry S. WiLTsHIRE, 77, retired partner 
of the firm of Wiltshire-Biffar Co., Inc., 9 
Maiden Lane. New York, died on May 21. 
Born in England, Mr. Wiltshire entered 
the jewelry business 50 years ago with the 
firm of Cross & Begulin. He later joined 
Palmer & Capron as a partner, handling 
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the New York end of the business. In 
September 1926 he formed a partnership 
with Benjamin F. Biffar, under. the firm 
name of Wiltshire-Biffar Co. Mr. Wiltshire 
retired because of ill health in September, 
1942. Before his retirement he was long 
active in jewelers fraternal organizations. 
He was one of the founders of the Maiden 
Lane Outing Club and was one of the old- 
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est members in the Maiden Lane Histori- 
cal Society. Mr. Wiltshire was also active 
in the Jewelers Square Club, and was 
made an honorary member when he re- 
tired. Surviving are his widow and three 
brothers. 

Sam MENDELSOHN, 67, Southern sales 
manager for the Bond Diamond Co., divi- 
sion of Schuman & Donchi, Inc., Newark, 
N. J., died on May 13 at Miami, Fla. Mr. 
Mendelsohn was born in Boston, Mass., 
and resided in New York City. He was 
well known in jewelry circles from coast- 
to-coast. traveling more than 50 years as 
sales representative for several leading 
firms. Mr. Mendelsohn was a member of 
the Jewelers Fraternal Association of New 
York. Survivors include his widow, a son 
and a daughter. 

Victor A. STRASBURGER, 33, sales repre- 
sentative for J. Engel & Co., Inc., Balti- 
more, Md., died suddenly on June 11. Mr. 
Strasburger became associated with J. En- 
gel & Co., Inc., in 1936, having previously 
attended the University of North Carolina. 
From 1940 to 1945 he served with the U. S. 
Air Force on the Pacific front. On his re- 
turn to civilian life he covered the District 
of Columbia and parts of Virginia for the 
Engel firm. He is survived by his widow, 
two infant children, his mother and a 
brother. 





E. Krehbiel Dies; Retired V. P. 
of Black, Starr & Gorham, Inc. 


Edward Krehbiel, retired vice-president 
and general manager of the New York 
firm of Black, Starr & Gorham, Inc., and 
former educator and historian, died on 
June 16th at his home in Ridgefield, Conn., 
after a long illness. He was 71 years old. 


EDWARD 
KREHBIEL 





Mr. Krehbiel, born in Summerfield, IIl., 
was well known in educational circles be- 
fore entering the business field. He re- 
ceived an A. B. degree from the University 
of Kansas in 1902 and continued his 
studies at Harvard and at the Ecole des 
Chartres in Paris. Later he joined the 
faculty of the University of Chicago and in 
1909 he became associate professor of 
European History at Stanford and eventu- 
ally Professor. 

In 1919, he entered the business field by 
joining the firm of Weinstock, Lubin & 
Co., Sacramento, Calif., department store 
firm, as publicity manager. Continuing in 
department store activities, in 1925, Mr. 
Krehbiel went to New York as merchan- 
dise manager of the J. L. Hudson Co. of 
Detroit. The following year, he joined the 
Gorham Company as retail stores manager. 

The 1929 merger of Black, Starr & 








Frost, Spalding & Co. and the Fifth Aye 
retail store of the Gorham Co., which 
formed the holding company Gorham 
Inc., found Mr. Krehbiel as vice-president 
and treasurer of the corporation. He Was 
also made vice-president and general map. 
ager of Black, Starr & Gorham, Inc., dyr. 
ing that year. He retired in 1948. 

Mr. Krehbiel was chairman of the Re. 
tail Jewelers Code Committee of the Na. 
tional Recovery Administration in 1933.34. 
and had been a director of the Nationa] 
Better Business Bureau and was president 
in 1941 of the 24-Karat Club of New York. 

Surviving are his widow, Mrs. Mary [, 
Billings Krehbiel, and three daughters and 
two sons. 


—_— 


W. Ross Atkinson, 62, Dies: 
Retired Hamilton Vice Presiden} 


W. Ross Atkinson, 62, who resigned De. 
cember 31, 1949 as vice president in charge 
of sales and director of the Hamilton 
Watch Co. because of ill health, died at 


his home in Lancaster, Pa., on June 10. 


W. ROSS 
ATKINSON 





Born in Harrisburg, Pa., Atkinson en- 
tered the watchmaking trade in 1907. He 
became an apprenticed watchmaker and 
salesman with B. F. Sheibley, a jeweler 
in Lewiston, Pa. In 1912, he joined the 
sales force of George Eckert, jeweler in 
Jeannette. 

Following the war, in 1919, Atkinson 
became associated with White Brothers 
and Co., New Orleans, La., as salesman 
and buyer. He remained with the firm 
until 1921 when he entered the employ 
of Hamilton. 

Atkinson joined Hamilton as a sales 
and promotional field representative. He 
was made assistant sales manager in 1922; 
sales manager in 1927; director of all 
sales activities and vice president in charge 
of sales in 1937; and company director in 
1947. 
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Watch Material Distributors Association 
Draws Record Turnout at Annual Meeting 





Subjects of paramount importance to members of the Watch Material Distributors Associa- 

tion of America were discussed at the organization's fourth annual meeting, held in the 

LaSalle Hotel, Chicago, June 7-8. Spirited discussions by members followed talks of leading 
trade figures at the convention. 


Industry-wide cooperation was the key- 
note of the fourth annual meeting of the 
Watch Material Distributors Association 
of America, held at the LaSalle Hotel, 
Chicago, June 7 and 8. Two hundred and 
six members and guests registered and 
attended the various sessions, constituting 
the largest registration the association has 
ever had at an annual meeting. 


Special concern was shown in the clos- 
ing sessions of the convention to the di- 
minishing returns to the wholesaler of 
handling watch crystals. To this end, the 
members voted to set up a special com- 
mittee to meet with representatives of the 
country’s leading crystal manufacturers to 
attempt to work out an equitable solution 
to the problem. Representatives of the 
crystal manufacturers readily agreed to the 
plan. 

William R. Katz of the William R. Katz 
Co.. Dallas, Texas, was elected president 
of the group. The two vice presidential 
posts went to Sydney W. Prague, Prague- 
Kurtz Co., Inc., Houston, Texas, and Mike 
W. Mahar, Mahar & Engstrom Co., Bos- 
ton, Mass. New treasurer of the associa- 
tion is Lester Braude, Emil Braude & Sons, 
Chicago, II). 


The following were elected to serve as 




















directors of the organization for three- 
year terms: Edward L. Endman, Pacific 
Jewelers Supply Co., Los Angeles, Calif.; 
J. Speed Reid, Burton M. Reid Sons, 
Inc., Springfield, Ill., and Carl R. Shaffer, 
Carl R. Shaffer & Co., Kansas City, Mo. 

In addition, two members were elected 
to fill unexpired terms as directors. They 
will serve until the 1952 convention. They 
are: Eugene J. Sobel, Eugene Sobel Co.., 
Washington, D. C., and Mrs. F. T. Skel- 
ton, F. T. Skelton Co., Inc., Birmingham. 

Shortly after the convention adjourned 
on Thursday afternoon, June 8th, Fred 
Gluck, outgoing president, passed away. 
His sudden and untimely death came as 
a great shock to members of the associa- 
tion who are still mourning their loss. 

President Gluck presided at the Wednes- 
day sessions and attended the informal 
dinner Wednesday evening. During the 
night he was stricken and was taken to 
the hospital. He died that afternoon. 

In a letter to members informing them 
of Mr. Gluck’s death, H. Donald Richards. 
executive secretary of the association, 
stated, “Our association has lost a man 
who conscientiously stood for all that was 
worthwhile in our industry and he will 
long be remembered for his outstanding 
accomplishments.” 











New officers of the Watch Material Distributors Association of America are shown as they 
stepped to the rostrum after their election at the annual convention of the group. They are, 
left to right: William R. Katz, William R. Katz Co., Dallas, Texas, the new president; Sydney 
W. Prague, Prague-Kurtz Co., Inc., Houston, Texas, vice president; Mike W. Mahar, Mahar 


& Engstrom Co., 


Boston, Mass., vice president, and Lester Braude, Emil Braude & Sons, 


Chicago, treasurer. 
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Technical and Merchandising Discussions 


Highlight 17th Annual Convention of UHAA 
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Newly elected officers of the United Horological Association of America are pictured at 
the close of the association's annual convention. Seated, left to right: Orville R. Hagans, 
executive secretary; George Y. Swartzendruber, president; and Leslie E. Dewey, vice presi- 
dent. Standing, left to right: Executive Board members: Norman D. Luth, Carl D. Hurst, 


and William Bright, and (inset, top) W. L. Huckabay. 


Lower inset, George T. Hogg, 


chairman of the board of trustees. 


Alert merchandising and modern sell- 
ing methods were advocated for the watch- 
making profession by guest speakers at 
the 17th annual national convention of the 


United Horological Association of America 


which convened at the Hotel Fort Des 
Moines, Des Moines, Iowa, May 28-29. 
An official welcome was extended to 
the association at its opening session by 
W. O. Herteen, president of the lowa 


Retail Jewelers Association; Arthur Bray- 
ton of the Des Moines Chamber of Com- 
merce; and George T. Hogg for the 
watchmakers of Iowa, hosts to the national 
convention. 

Wallace 


chandising 


H. Goldsmith, midwest 
coordinator for Foote, Cone 
and Belding, advertising counselors, set 
forth a four-point program for broader 
recognition of the horological profession. 
First, Goldsmith pointed to the benefits of 
strong local, state and national organiza- 
tions for both watchmakers and jewelers 
and urged close cooperation and merchan- 
dising support between the two groups. 
Secondly, the watchmaker must study and 
know his merchandise and service. Next, 
he must tell his story effectively to the 
seneral public and enter into local com- 
munity activities. And, finally, he should 
follow a planned merchandising and ad- 
vertising program for consistent year-round 
selling. 

Other guest speakers at the 1950 con- 


mer- 


vention included Clive Matthews of the 
Federal Bureau of Investigation; C. J. 
Corliss of the Association of American 


Railroads, Washington, D. C.; and C. D. 
Peebler of the Northwestern Bell Tele- 
phone Co. 

Under the chairmanship of James L. 
Hamilton of . Colorado, a_ distinguished 
group of authorities in the horological pro- 
fession were members of the Time Clinic 


Panel on Monday afternoon. The Panel 








Desk 18 





included Homer’ Barkus,  escapements: 
Wallace Goldsmith, merchandising; George 
T. Hogg, clock repairing; Carl D. Hurst. 
UHAA testing laboratory; L. M. Lewis. 
position timing; Norman D. Luth, watch 
repairing; Jean-Pierre Savary, complicated 
watches; and Richard W. Slaugh, watch 
repair service. J. E. Coleman, widely recog- 
nized authority in horological matters, was 
expected to take part in the panel but 
because of illness did not attend the con- 
vention. UHAA members and delegates in 
the audience participated in the spirited 
and practical floor discussion of the clinic, 
in what many considered to be the most 
outstanding technical feature of the entire 
convention. 


Orville R. Hagans, co-founder of the 
association and national executive secre- 


tary of the association during its 17-year 
history, announced to the convention his 
desire to retire from office. Hagans told 
the assemblage that he had repeated his 
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originally made three years ago, 
mbers of the executive board during 
"1930 meeting. “When I approach the 
- of 18 years of constant activity in the 
oa f the profession,” said Hagans 
hefore the convention, “it is time for some 
other member of the association to be pre- 
take over the duties and responsi- 
bilities of the executive secretary. [ll 
never leave the association nor lessen my 
interests in the advancement of the watch- 
maker, but it is necessary that | retire 
from active office in the association at the 
time of our 1951 annual convention. 
George Y. Swartzendruber of Cedar 
Rapids was unanimously re-elected as na- 
tional president of the United Horolozical 
Association al the closing session of the 
convention. Leslie E. Dewey of Minneapo- 
lis was chosen vice-president and Norman 
p. Luth and William Bright of Arizona 
were elected to two-year terms on the 
Executive Board. Orville R. Hagans of 
Colorado, national executive — secretary- 
treasurer; W. L. Huckabay of Louisiana 
and Carl D. Hurst of Oklahoma are com- 
pleting unexpired terms in their respective 


request, 


interests 0 


pared to 


offices. 


George T. Hogg, general chairman of 


the convention, and C. C. Holt of Ari- 
zona were named chairman and _ vice- 
of the 


chairman respectively national 


hoard of trustees. 





Orville R. Hagans (left), executive secre- 
tary of the United Horological Association 
of America, chats with Frank Foegler (cen- 
ter), co-founder and first president of 
UHAA, and William Bright (right), past- 
president of the association and now a 
member of the executive board, between 
sessions of the I7th annual convention. 

The membership approved a plan of the 
association. through its executive board, 
to appoint regional directors of the UHAA 
in every section of the United States to 
assist in the continuation of a planned 
program of technical and educational work 
for the watchmaker. The convention for- 
mally accepted the revised by-laws of the 
association which incorporated previous 
amendments and other changes in asso- 
ciation activities which has been duly ap- 
proved at recent national meetings, accord- 
ing to a report from George Y. Swartzen- 
druber, national president. 

Wives of the visiting members and dele- 
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gates were entertained at a Sunday after- 
noon tea at the Hotel Fort Des Moines. 
Mrs. George Y. Swartzendruber and Mrs. 
George Hogg, co-chairman of the program, 
were assisted by a state-wide hostess com- 
mittee of wives of members of the Horo- 
logical Association of Iowa. 

Members of the national board of 
trustees and their wives sat at a table of 
honor during the annual banquet and 
floor show in the grand ball room on Sun- 
day night. An array of valuable door 
prizes, which had been on display near 
the official registration desk throughout 
the day, was awarded during the evening. 

Amozg the founders and past national 
oficers attending the 1950 convention were 
Frank Foegler, past president, who par- 
ticipated in the NAHS meetings and who 
accepted a place on the UHAA Program 
Committee for 1950; William Bright, past 
president, chairman of the 1950 By-Laws 
committee and newly elected member of 
the Executive Board; and C. D. Terry. 
one of the pioneers in the Association. 

A special tribute of welcome was ex- 
tended to Perry Berglund of Sioux City, 
lowa, the first state secretary of the Horo- 
logical Association of Iowa and life-long 
advocate of improved horological tech- 
niques urged by association programs. 


Vitality of Oneida President, 79, 
impressive on Country-wide Tour 


Pierrepont B. Noyes, president of Oneida 
Ltd., recently returned to Oneida, N. Y.. 
after a four-week tour of the company 
ofhces and plants in Texas, California, the 
northwest, middle west and Vancouver, 
Canada. What amazed everyone is the fact 
that Noyes was just two months short of 
being an octogenarian at the time of the 
tour in June and neither his actions nor 
his looks indicate it. 

While in San Francisco, he was inter- 
viewed by a staff writer of the San Fran- 
cisco Chronicle who found him one of the 
most versatile and energetic persons he 
has ever met. “Too much of a dynamo 
to stick to one thing, Noyes long ago took 
on side chores.” the interview revealed. 
“He headed up the American occupation 
of the Rhineland after the first World War 
and came back to stump for Woodrow 
Wilson’s League of Nations. 

‘But he got no place. So he wrote a 
hook— While Europe Waits for Peace.’ 

**T was still getting nowhere. I decided 
to scare the people,” Noyes said. 

“He sat down and wrote another book. 
It was “The Pallid Giant’ and it came out 
in 1927. Nobody was scared; everybody 
thought it was a fine fantasy, but only 
that—an imagination run wild. 

“Briefly, it was about a civilization 
350,000,000 years ago, a civilization greater 
than ours,’ Noyes said. ‘Wiped out all but 
one man. Everything turned to dust, not 
at all gory. An atomic ray did it.’” 

In 1946, a publisher reissued the book 
under the title “Gentlemen, You Are Mad.” 

Noyes, tall and young looking, is more 
sanguine about the possibilities of another 
war. “I don’t think my fantasy will ever 
become real, but I’m influenced a Jot by 
hope.” 
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everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 

















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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BEAUTY Boston Jewelers Attend Annual Outing 


in Action / 
CHIPPEND ALE 
randfather 


IN MINIATURE 


By HADDON 


Put ACTION in your windows and 
ACTION in your sales with this 
authentic FREE SWINGING 
PENDULUM grandfather clock in 
miniature. Members of two soft-ball teams played a seven-inning game, and that captained by Herbert 
W. Stranger, Jr., and shown above with umpire William Murray, won 22 to 16, each of the 
winners receiving an electric alarm clock. Members of the team besides Mr. Stranger of the 
Washington Building, and Mr. Murray of the Jewelers Building, included, Ross Knowlton, 
Smith-Patterson Co.; Ernest Wegman, Gemex Co., New Jersey; Edmund Reagan of Reagan. 
Kipp Co., Boston; Philip Webber of Mahar & Engstrom, Boston; Michael Mahar, of the 
same firm; Ralph Barnstead of Jordan Marsh Co., Boston; Fred Bertram of Carl O. Swanson's, 
Arlington; Larry Miller of Jordan Marsh Co., and John Anderson of Wellesley, Mass, 














Nearly 250 jewelers and their guests | 
gathered for the annual outing of the Bos- 
ton Jewelers Club at Ten Acres, Wayland, 
Mass., on Wednesday, June 14. Sports 
events opened with a soft-ball game _ be- 
tween two picked teams captained by Her- 
bert W. Stranger, Jr., of the Herbert W. | 
Stranger Co., Washington Building, and | 


Operates on 110 
Volt 60 Cycle 
A.C. Current 





Consumers price 





$14.95 
George Salisbury, engraver, at Jewelers | 
Keystone list Building. As has been the agg | 
$17.94 some years, popular and jovia illy” | 
William J. Murray acted as umpire. | 
Dimensions The game went seven innings, and was 


won by Stranger’s team, 22 to 16. Playing 
on this team besides Bert Stranger were: 


162"" high 


6V2"" wide Winning pair in the three-legged race were, 


left to right, Edwin Olson and Ernest Nor- 











32"" deep Ross Knowlton of the Smith-Patterson ing, both of the Smith-Patterson Co., Bos- 
Co.; Ernest Wegman of Gemex Co., New ton, and shown here with Albert S. Munnis 
Model Jersey; Edmund Reagan of Reagan-Kipp | of Worden-Munnis, Inc., chairman of the 


Co., Boston; Philip Webber and Michael sports committee. 
Mahar of Mahar & Engstrom, Jewelers 


#10 











Building; Ralph Barnstead and Larry Mil- 
ler of the Jordan-Marsh Co., Boston; Fred 
Bertram of Carl O. Anderson’s Jewelry 
Store, Arlington; and John Anderson, 
jeweler of Wellesley, Mass. 

Following the game, various _ sports 
events were held, including the three-leg- 
ged race, the bag race, the tape-tearing 
race, and the potato race. Two unsched- 
uled events were a game of croquet and 
a horse-shoe pitching contest in’ which 
several took part. Following the cocktail 


This traditional clock has a def- 
inite air of permanence and ele- 
gance, truly of heirloom quality, 
with careful attention to detail 
and bold relief. Finished in Ma- 
hogany, Walnut, or Antique Ivory, 
with metal etched dial. Powered 
with “America’s Finest’? The HAN- 
SEN SYNCHRON (sealed in oil) 


motor and movement FULLY 




















GUARANTEED. 

Write for illustrated brochure of other newt, & Sue cave dinner wee enjoyed My 
famous HADDON ACTION ORIGINALS all, and then there were several prime 
entertainment acts, concluding with a 
@ The TEETER TOTTER Model #15 “drinking contest” and quiz show which 
@ The RANCH’O Model #20 brought howls of laughter as the four 
@ The MOTHER Model #25 losers in the quiz joined in sucking on the 
nipples of four nursing bottles of milk. 

See your jobber Winner of the potato race, Ernest Pessolano 

or write of Reagan-Kipp Co., —— is — on Michaelson & Co. Moves 
the left, with Roy S. Brooks, of Mauran . 

HADDON PRODUCTS, INC. Watch Co., Washington Building, chair- B. Michaelson & Co., formerly _ 
Main office & factery man of the event, and Frank Noury, of at 1301 G St., N.W., Washington, D. _s 
2066 Se. Canalport Ave. Chicage 8, Ill. Noury's Jewelry Store, Manchester, N. H., are now located in new and attractive 
who came in second. quarters at 1235 G St., N.W., that city. 





164 THE JEWELERS’ CIRCULAR-KEYSTONE 








—> =m 











al" 


a “ap 

















. . Three new members elected to serve on 
Elgin American Plans to the board of governors include Carleton JEWEL-RE -CLEAN 
h p od ° E. Broer, C. G., of the Broer-Freeman 
Enter Watc | uction Co., Toledo, Ohio; C. I. Josephson, Jr., HELPS BUILD 
a C. G., of C. I. Josephson Jewelers, Moline, 
Allen B. sige ag of sev Ill.; and William P. Kendrick, Registered Ss T oO R E T R & F F i Cc 
American Co. of Kigin, 1il., announced tha Jeweler, Louisville, Ky. 
plans are being made by ingest to Retiring members of the Board are: CLEANS IN 
enter the an b_ngfroeegne Sn eae oe . eo ee TWO QUICK 
we ° L o We e Je Ss : 
has been ee and sat | ee oe or OPERATIONS 
manufacturer of watch cases and meta bertson Jewelry Co., St. Louis, Mo.; and 
a natls and as a distributor = ne R. J., The C. B. Brown IMMERSE AND 
of en : im er 0., — Neb. These members have WIPE DRY 
According Joe py weed given, without recompense, many years of 
60,000 watches was projected tor showing service to the Gemological Institute and That's all there is 
within : year a — $30 to se the advancement of the science of gemology = a. oe 
Ultimately, according to Gellman, a yearly in this country. lasting glow. 
output of half a million watches is contem- Other members of the Board of Cov- seetiieni an eendieaenan 
, , ewel-Re-Clean is acting dia- 
plated. He a the — — ernors of GIA include Charles H. Church, mond and jewelry cleazer that dees the 
on either manu ett - own watch | Church & Co., Newark, N. J.; Glynn Shan bata an ata ae 
movements rs yea 4 — ak aie | Cremer, C. G., La Crosse, Wis.; Myron a potential user of this product. And 
Two ee ee ae aie a va | Everts, R. J., A. A. Everts Co., Dallas, i Bigg BB BF yp 
company made an olfer to the Federa | Tex.; Edward F. Herschede, Sr., C. G.., products. So take advantage of Jewel- 
Court for the bankrupt Waltham Watch | frank Herschede Co, Cincinnati, Ohio; Re-Clean as your extra selesmes. Keep 
in- | . ’ : , our customers satisfied and make a 
Co. If that offer is not accepted, he in- | Geo. Carter Jessop, C. G., J. Jessop & Sons, ye ofit og snl mr 
dicated that consideration would be given | San Diego, Calif.; Earl E. Jones. C. G 
. ° ae : ° | z ) A °9 . ’ . es 
to production in soieeeninen to obtain the R. J., Jones Bros., Jewelers, Pekin, II.: a No. 18503 oan 
watch Se es —— —— Lazare Kaplan, Lazare Kaplan & Sons, cay ‘dei tpl aiawiaha tiie "$34.20 
Gellman ae me at the as ie sch | New York City; John S. Kennard, C. G., sistant la ie mE ae nn 
“no alternative “ - ree a | Kennard & Co., Boston, Mass.: E. A. aoe ne eee apd agpleaeghr 
-ause the s age .- re sh abels printed w our name wi 
a . this anne i geiadliged Kiger, C. A. Kiger Co., Kansas City, Mo.:; each grace of Jewel-Re-Clean 
oe TY: © P. K. Loud, R. J., Wright, Kay & Co., AT NO EXTRA CHARGE 


the Waltham closing and the fact that Detroit, Mich.; Ernest J. Meyer, R. J., 


more and more leading importers of Swiss Meyer’s, Grand Island, Neb.; Charles D. C.& E. MARSHALL CoO. 

















movements are making their own cases. P : 
“a eacock, III, C. G., R. J., C. D. Peacock, | ; 
While no definite decision has been lon, Gian Mie end tee 2 Wise | Box 7737, Chicago 80 
+ ‘ a al e9 ° ~Oe 
made on the production of MOVEMENTS, C. G., R. J., Wiss Sons, Inc.. Newark. Distributors and Branches in Princi- 
studies are under way “with the deter- N. J : . , pal Cities Throughout the U. A. 
mination to proceed.” However, new cases ev 





manufactured by the company have been 
designed for either Swiss or domestic 
movements, 

Financially, the company plans to back 
the plan by means of its own “ample 
reserves’ rather than through bank loans 
or new capitalization. 

Gellman emphasized that though the 
company sells part of its watch case pro- 
duction to the Elgin National Watch Co., 
there is no other connection between 
the two. 





HESSIAN 
CRUCIBLES 


Now Available 
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GIA Board of Governors 
Re-elects Juergens Chairman 
H. Paul Juergens, C. G., of the Juer- 


gens & Anderson Co., Chicago, IIl., has 
been re-elected chairman of the board of 
governors of the Gemological Institute of P,: - ll bel 

America. This is his third term in this oe whaties 
capacity. J. Lovell Baker, C. G., Henry 
Birks & Sons, Ltd., Montreal, Canada, 


Use for melting and re- 
fining precious metals. 





Our first shipment since before the war has 
just arrived from our regular source located in 


equivalent sizes of do- the American Zone of Germany. 


mestic crucibles. Send 


again serves as vice-chairman of the board. us your trial order for Standard shapes—round, triangular and high 
At the regular spring meeting of the immediate delivery. backed platinum crucibles—in a wide range 
board, Edward H. Kraus, Dean Emeritus, of sizes cre on hand. 





College of Literature, Science and the Arts, | 
University of Michigan at Ann Arbor, was 


elected president of the Institute for his 
fifth term. Serving again as_ secretary- ALEXANDER SAUNDERS & CO 
2 


treasurer is Fred J. Cannon, Slaudt-Cannon 


Agency Co. of Los Angeles. Precision Casting Equipment and Supplies 
Robert M. Shipley remains the director 
of the Institute located in Los Angeles 95 Bedford Street « WA 4-8880 © New York 14, N. Y. 


with Eastern headquarters in New York 
City. Continuing as executive secretary of 
the Institute and secretary to the board 
is Dorothy M. Jasper. 
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COQUETTES 


One of a complete 
fashion-tailored line 


Just put a sample selection of Alice earrings 
on ycur counter and watch them outsell all 
the rest. Available in antique, Hamilton, 
silver oxide or silver plated finishes, guaran- 
teed for one year. With clip backs or our 
own famous screw backs. Samples on request ! 


Retails for ONLY $1.00 
Order through your Jobber 


» JEWELRY CO. 


9 8 Slocum St., Prov., R. I. °# 
ila tii ~ a / 
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THE 


JTisher SPORTS LINE 
CHARMS AND MEDALS 


R 

ALL EVENTS 

7O YEARS OF 
) QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


oe (a 
events CATALOG ON REQUEST (C7 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 


















FINE STERLING 


4 


\\\\ ) HOLLOWWARE 


and 


| ¥ yY ¥ AUTHENTIC ANTIQUE 


~ 


REPRODUCTIONS 


eo DIMES co 


72 K STREET 





BOSTON, MASS. 








— ——_. 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
ids (Oh) ele) esycenrAy 


THE SEYMOUR MFG. CO. 


SEYMOUR. CONN. 
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q Televiewers in the Greater Boston area 
who watched the popular Ruth Lyne pro- 
gram over station WBZ-TV on Wednesday. 
May 31, were accorded a rare treat. H. P. 
Zeininger of 811 Washington Building, 
Boston, introduced his Diamond Magna- 
scope, by the use of which it was possible 
for him to show a perfect diamond, full 
screen size, scintillating on the television 
screen. He created motion by advancing 
the focus of the apparatus from the table 
of the diamond through the entire stone to 
culet facet, and the TV audience could see 
each and every one of the 58 facets sharp 
and clear. Mr. Zeininger also showed a 
diamond containing three large flaws, each 
of these being pointed out on the TV 
screen, although plainly visible. Offering 
of a free diamond brochure on “Your 
Diamond and How to Choose It,” brought 
hundreds of replies from TV listeners. 

q Mr. and Mrs. Michael Mahar of Mahar- 
Engstrom Co., 4th floor of the Jewelers 
Building, flew to Chicago to attend the 
annual convention of the Watch Material 
Distributors Association of America at the 
LaSalle Hotel. June 7 and 8. Mr. and 
Mrs. Elliott Engstrom of the same firm, 
with sons Walter and Ralph, planned a 
motor vacation trip to Wisconsin, by way 
of Cleveland and Chicago, June 16 to July 
1. Miss Barbara Smith, secretary with 
the Mahar-Engstrom firm, was married on 
June 10 to Raymond McCormick. 

q Several “Wet Paint” signs were in evi- 
dence on the 7th and 9th floors of the 
Jewelers Building last month as the walls 
of the corridors and doors to the many 
offices were redecorated. 

q “Nat” Goodman of Nathaniel I. Good- 
man, Inc., 1006-7 Jewelers Building, is 
again a candidate for the presidency of 
the medical unit. as he joined with his 
World War I buddies for the Yankee Di- 
vision’s convention at Worcester, Mass.. on 
June 23, to 25. His son-in-law, Paul Lifset. 
has just established his new residence in 
the Merrymount section of Quincy, Mass.. 
and is commuting to Boston now by motor 
boat. He is just back from Army training 
in the Reserve Corps, and qualified as an 
“expert rifleman” during his sojourn at 
camp. Miss Mildred Baxter of the firm 
left to be married, and Joseph Stone. 
formerly associated with Louis F. Guiness. 
Inc., 711 Jewelers Building, has joined the 
Goodman firm. 

q Manuel P. Rose, formerly head watch- 
maker for Lippa & Co., Burlington, Vt.. 
held the formal opening of his new retail 
jewelry store at 1605 Acushnet Ave.. New 
Bedford, Mass., on May 26. 

q Another new store, to be known as 
Moore’s Jewelry Store, was opened in 
Southwest Harbor, Maine, on June 1. 

q Leon Fischman of Universal Watch Co.. 
703 Jewelers Building, who came to the 
United States in 1946 from Argentina, is 
proudly displaying his certificate of U. S. 
citizenship which he obtained on May 22. 





NEW ENGLAND 


q Edward Guiness of the Louis F. Guiness. 
Inc., store, left for a vacation trip to Maine 
on June 14. Miss Carol Thorup, assistany 
bookkeeper with the same firm, is now 
Mrs. John Howland, and _ spent several 
weeks of June honeymooning on Cape Cod. 
prior to her return to the Guiness com. 
pany. 

q Munsat’s Jewelry Store, Rutland, Vt. j. 
moving shortly to a new location at 159 
West St. 

q Several accidents marred the otherwise 
peaceful calm of the Katherine A. Murphy 
Co.. 509-11 Jewelers Building, with Mis 
Patricia Morley, secretary, falling from 
horse on May 28 and breaking an ankle: 
Miss Irma Johnson, bookkeeper, falling at 
South Station, Boston, and _ breaking 
little finger; and Jackie Frye requiring 
three stitches in his chin and four in his 
leg, following his being thrown from a 
sulky when the horse ran away. 

q Oscar Zaff, of Smith & Zaff, 309 Jewel- 
ers Building, has been on several fishing 
trips recently, and reports catches of eels, 
hornpout, and suckers. 

q A new Gerber’s, Inc., unit was opened 
in Springfield, Mass., recently, to replace 
one destroyed by fire in January. George 
Gerber, president of the firm, was on 
hand for the formal opening of the new 
quarters. 

q Norman Nadeau of the F. H. Nadeau 
store, 243 Lisbon St., Lewiston, Me., was 
married on May 30. 

q Robert Parker, head of the watch de. 
partment, and Lorenz Ernst, head of the 
silverware department of D. C. Percival & 
Co.. 2nd floor of Jewelers Building, at- 
tended the National Wholesale Jewelers 
convention at the Sheraton Hotel, Chicago, 
early in June. 

q Peter Segaloff of J. Segaloff & Sons, 
Province Building, Boston, was married on 
June 28. 

q Herbert W. Stranger of 306-10 Washing: 
ton Building, is back from a New York 
visit where he visited the Gemex factory 
in Union, N. J., and the Ronson plant in 
Newark, N. J. Mrs. Stranger is home con- 
valescing from a sojourn in the _ hospital 
where she underwent a serious operation. 
4q Mr. and Mrs. Arthur Kelley of the Nor- 
ling & Bloom firm, 809 Washington Build- 
ing, have been on their annual trout-fishing 
trip to Colebrook, N. H., and Tim Pond, 
Stratton, N. H. Mr. Kelley,. treasurer of 
the firm, also followed his hobby of taking 
colored pictures while on the trip. 

q Harold W. Battis, 701 Washington 
Building, who just retired as Grand Patron 
of the Order of Eastern Star, Grand 
Chapter of Massachusetts, attended the 
craduation of his son, Chester H. Battis, 
when the latter was given a degree al 
Boston University, June 4. 

q Mrs. Marie Fitzgerald of the J. M. 
Michelin company, 702 Washington Bldg., 
whose husband Francis is a pilot at the 
Logan Airport, plans an early plane trip 
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with Mrs. Rose Marshall of the Travis- 
0. 
pel Mrs. Marshall, head  book- 
keeper with the Travis-Farber Co., has 
left her plane for the moment, and has 
taken a vacation cruise in her yacht 
“Clabesnit,” until July 4, with two jewel- 
ers among her euests—Harold Ullian, of 
Ullian’s, Inc. 1115 Washington St., and 
Henry Desjardins of Beverly. Mass. 
4 George A. Shaihan and Albert S. Pari- 
con, diamond cutters, 612 Washington 
Building, have just had their place re- 
decorated. 
¢ Alfred W. De Scenza, son of Alfred F. 
De Scenza, 609 Washington Building, has 
just successfully completed his final exam- 
‘nations of parts 1, 2, and 3, of the gemo- 
logical course of the Gemological Institute 
of America, passing 100 per cent, and 
receiving his diploma in theory and prac- 
tice. 
4H. Van Dam & Sons have opened a new 
retail jewelry store at 34 Province St., 
Boston. with Raymond F. Muir as manager. 
q During a recent hot spell in Boston, the 
air-conditioned quarters of the Barry & 
Epstein firm, fourth floor, Washington 
Building, offered a cool retreat. 
q The Thomas Long Company’s employees 
association planned an outing at Warwick 
Mansion, Nantasket Beach, Mass., on June 
95. with luncheon followed by bathing and 
sports, and a soft-ball game between the 
boys and the girls. Louis Raposa and 
Homer LaCourse, of the entertainment com- 
mittee and president of the association, 
respectively, promised a grand time. wind- 
ing up with a dinner and chowder party. 
and dancing in the evening. 
q Scott Jewelry Co., Nashua, N. H.. re- 
cently enlarged and renovated its quar- 
ters, adding a new sterling and silverware 
department. 
q Henry F. Munsey, 413 Cambridge St., 
Cambridge, has taken over the store next 
door at No. 405, and has enlarged his 
quarters, redecorating the entire place. 
q Myron Zimble has joined the E. B. 
Hdrn Co. store, Washington St., Boston, 
taking charge of inventory control. 
¢ Howard Baxter, of the advertising de- 
partment of the Thomas Long Co., is back 
at work, recuperating after a long illness 
in the hospital. 
q The Smith-Patterson Co. Employees As- 
sociation is planning a weenie roast and 
outing at Pemberton, Mass., about the 
middle of July, details of which had not 
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‘AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless. ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 
for expensive’ ear- 
rings. 





Patent Applied For 
Price for Wire and Nuts: pairs. Quantity 


Minimum order 3 


14K Yellow gold $1.50 pr. 
14K Pink gold $1.50 pr. Platinum Price als 
14K White gold $1.65. pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 


Prices on request. 
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been worked out as this issue went to 
press. 
William E. Smith Elected 

President of Irons & Russell 


At the recent annual meeting of the 
board of directors of Irons & Russell Co., 
Providence manufacturers of emblems and 
emblematic jewelry, the resignation of 
Albert I. Russell from the presidency was 
accepted, and William E. Smith, secretary 
since 1942, was elected president. Mr. 
Russell was re-elected treasurer. 


—_—— — 





W. E. SMITH 


A. |. RUSSELL 


Irons & Russell Co. is one of the indus- 
try’s oldest manufacturers and one of the 
very few houses in which descendants of 
the founders have always been active in its 
management. The company was _ estab- 
lished in 1861, with 900 square feet of 
floor space on Friendship Street, in Provi- 
dence, becoming a partnership in 1880. In 
the following period several other manu- 
facturers were bought out, and in 1903 the 
land at Chestnut and Clifford Streets was 
purchased, and construction was begun on 
the six-story model factory building in 
which the company still makes its home. 

Albert I. Russell, the third generation 
of emblem makers, son of Charles A. and 
grand-nephew of Mr. Irons, entered the 
employ of the firm in 1903 and has been 
active since that time. He was elected 
president in 1931, and treasurer in 1941. 
Continuing in the office of treasurer, Mr. 
Russell will continue to be active in man- 
agement. 

William E. Smith was first in the com- 
pany s employ from 1922 to 1926, and re- 
turned in 1937. During the war he served 
with the U. S. Navy from 1942 to 1945, 
and after his return was appointed general 
manager. As the new president, he will 
continue in the capacity of general mana- 


ger. aimed 
Weisbuchs Mark Golden Jubilee 


Max Weisbuch, veteran jeweler of 
Rochester,.N. Y., and his wife observed 
their golden wedding anniversary on June 
6th. They were married on June 6, 1900, 
in their native city of Bucharest, Romania. 
Three weeks later they came to the United 
States, settling in Rochester. 

Mr. Weisbuch, widely known as an ex- 
pert gemologist, is frequently sought out 
by others interested in the field and asked 
to display his unusual collection of fine 
antique jewelry. His interest in the sub- 
ject dates from his childhood days when 
he was apprenticed to a manufacturing 
jeweler. His Rochester store is located at 


398 Main St. E. 














LET US HELP 


RAISE CASH 

















MAX JUROW 


(President Mid-Town Auction Center, Inc, ) 


Recent sales conducted 
for these jewelry stores:— 


i. Rhoad’s Jewelers — Louis- 
ville, Ky. 


2. Gotham Jewelers — Yon- 
kers, N. Y. 
33. Stewart Jewelers — Stam- 


ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 


on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank. Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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q June was the month for many spring 
outings in Philadelphia as in many other 
places with all the organizations holding 
outdoor events to celebrate the closing of 
another successful season. The Sansom 
Street Business Men’s Association were 
the early birds with an outing at Spring- 
field Country Club on Saturday, the 10th. 
The committee in charge of the affair 
wisely arranged a program which was 
filled with athletic activities for the more 


_ hardy souls who wished to participate and 


yet provided plenty of opportunity for the 
sedentary members to relax in the delight- 
ful atmosphere of the country club. 
“Jeweler’s Row” was officially closed for 
the day. 

q The Retail Merchants Credit Association 
held their ever-popular affair on June 15th 
at the Melrose Country Club. As usual the 
350 advance reservations were grabbed up 
quickly and a large number of members 
who requested tickets could not be ac- 
commodated because of the size of the 
facilities available. The committee for this 
affair included Jack Green, Ellis Kurtz, 
Samuel Weissman and Lewis DeWolf. 


q The Lanerch Country Club was the 
scene of the annual golf tournament of the 
Retail Jewelers Associations of Philadel- 
phia and Eastern Pennsylvania and its ac- 
companying fun for all. The committee in 
charge of the affair, which was held on 
Thursday, June 27th, included Charles H. 
Heine and S. Sidney Weissman. 


q Manuel Kolodner became associated 
with Gurwood Jewelers on June Ist. He 
was formerly with Tappin’s, Inc., and other 
companies and comes from a family which 
has been in the jewelry business for many 
generations. 

q If you’ve had any difficulty getting past 
the southeast corner of Broad and Chest- 
nut lately you can probably blame it on 
the display of antique watches and clocks 
in the window of the Western Saving Fund 
Society. Large crowds of people can be 
seen daily looking in this bank window at 
the antique time pieces which are part of 
a private collection of Ernest Cramer of 
S. Kind & Sons, Inc. This bank window 
has been the scene of many other antique 
displays but this is the first time a jeweler 
has participated. 

q The firm of Walter R. Hand, of 2106 
Pine St., Philadelphia, will be closed for 
its annual vacation from July 31 to 
August 12. 

“ Since Herman Pedrick is no longer asso- 
ciated with Bailey, Banks & Biddle Co., 
Inc.. he is devoting a great deal more time 
to the Philadelhia School of Engraving of 
which he has been president for many 
years. Most dramatic result of his re- 
newed efforts to date has been the delight- 
ful and well attended open house on June 
13th at 1624 Arch St., the new location of 
the school which formerly occupied quar- 
ters at 2026 N. Broad St. 











* PHILADELPHIA 


q Allan Gurwood found the Mother’s Day 
promotion, in which he and several other 
merchants and the local newspaper par. 
ticipated, so satisfactory that he sponsored 
another one for Father’s Day. He adver. 
tised in The Guide, Kensington newspaper, 
and the paper gave the promotion front 
page news space. A coupon attached to 
the news item invited readers to vote for 
the “Most Outstanding Father” of the 
year. The winner was presented with a 
diamond ring by Gurwood. 

q It’s moving time on the 1000 block of 
Chestnut St. On June 17th Kurtz Jeweler: 
officially closed their store at 1026 which 
they had occupied for three and a half 
years. Business will be carried on, as usual, 
at the firm’s other store located at 280] 
Girard Ave. On July 3lst Herbst & Klein 
will vacate their store at 1035 Chestnut St. 
after 12 years at this location. 

q¢ Miniature “diplomas” tied with white 
ribbon, laid “casually” among gifts ap. 
propriate for the graduate, serve to carry 
the eye to various pieces of jewelry mer. 
chandise in the window at 820% Chestnut 
St. These inexpensive decorations give the 
window a “theme” and tie together all the 
varieties of items shown, yet take up prac- 
tically no space where space is at a 
premium. A spokesman for Elson Jewelers 
says these are satisfactory answers to the 
problem of what to do with the small win- 
dow around graudation time. 
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Banks & Biddle Co., Inc., are 
ail ads in full color. “Women 
are accustomed to color all about them 
and they react to it,” said a spokesman for 
the store. “A black and white ad may 
appeal to a man but to a woman it looks 
dull.” - 

¢ The promotion which featured giving 
away fans to overheated prospects in the 
Suburban Station Building will not be 
repeated this summer by Smith & West. 
Instead they are planning a surprise pack- 
age sale and/or a drawing to raise busi- 
ness While the weatherman raises the 
mercury. Slow moving items will be gift 
wrapped and offered for sale at one dollar 
The ads will feature “up to $15 


4 Bailey. 


using direct m 


plus tax. 


values.” 
¢ Joseph Fhurman, partner at the Fergu- 


son Jewelry Store at 2428 Kensington Ave., 
died June 8th after a brief illness. 

4 Coronet Jewelers have added 30 per cent 
more display space to their comparatively 
new shop in the new shopping section on 
City Line. They have also added glassware, 
ceramics, leather and other gift items. 

4 Officers elected at the May meeting of 
the Eastern Pennsylvania Guild of the 
American Gem Society and announced too 
late to make the June issue are: C. Fred 
Muth, Jr., president; William H. Wallace, 
Jr., vice president; Joseph Hunter, secre- 
tary, and Elaine Cooper, treasurer. 

4S. Kind & Sons have replaced the former 
window display showing silverware by the 
single place setting with one centered 
about a chest and offering four place set- 
tings plus the chest at $99.50, thus en- 
couraging the sale of a basic set of 
sterling. Budget terms are suggested. 


4 Mrs. Charles E. Schellinger has decided 
to make no changes in the policies govern- 
ing the store under her husband’s name at 
27 S. 17th St. Since Mr. Schellinger passed 
away in March many of her friends and 
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acquaintances have been encouraging her 


to alter the policy of “cash and carry” 
under which the store has been operating 
for more than a generation. 


q Prominent table and window displays 


are promoting glassware and table ap- 
pointments at the William Gibbons Store 
at 5 South 40th St. at this writing. Mr. 
Heine, Sr., reports this department “fairly 
active at this time” probably due to these 
promotions. 





Chicago Watchmaking Institute 
Holds Class in Gemology 


A class of 24 students and _ jewelers 
completed a special short course in the 
“Appreciation of Gemstones” on May 9, 
offered through the combined efforts of 
the Gemological Institute of America and 
the Chicago Institute of Watchmaking. 
Classes were held in the Chicago Insti- 
tute’s new home at 6 East Lake St. 

The Chicago Institute of Watchmaking 
is well known among jewelers and watch- 
makers in the Middle West for its many 
special events and exhibits conducted for 
the trade. The Institute is nationally ac- 
credited and offers courses in watch and 
jewelry repair. 





Shown above are Lester Benson of the 
GIA illustrating a point, while Mrs. 
Eleanor Spencer of Spencer Jewelers in 
Joliet, Harold Herron, dean of the Chi- 
cago Institute, and Simon Gollub, advanced 
watch repair student, listen intently. 





Armstrong's Make 
Temporary Move 


After nearly 65 years in the same loca- 
tion, Armstrong’s, Hammond, Ind., was 
forced to make a temporary move on 
June 17 to allow for an extensive street 
widening program in that city. 

At the same time, the building in which 
the store is now located, at 5142 Hohman 
Ave., will be rebuilt and redecorated and 
extensive modernization will take place 
on the store itself. 

The store’s temporary quarters will be 
just a block away from its present loca- 
tion, at 5233 Hohman Ave. Irving Chay- 
ken, owner of the store, revealed this 
month that he hopes to reoccupy the 
modernized store shortly before Christmas. 

Chayken heralded the change of address 
with a two-month-long sale which was 
unprecedented in the store’s long history. 
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q Miller Bros. of Dallas, Tex., announced 
that they have changed their address to 
1117 First Nat’] Bank. Their former ad- 
dress was 1305 Main St. 

q Koblen’s Jewelry, Inc., Baton Rouge, 
La., has filed amended articles of incor- 
poration with the Secretary of State chang- 
ing the corporate name of the firm to 
Miller’s Jewelry Co. of Baton Rouge, Inc. 
q Harrison Jewelry Co., Inc., 307 South 
Jefferson, Roanoke, Va., has been remod- 
eled and modernized, according to E. B. 
Beber, store manager. Improvements in- 
clude more aisle space, air conditioning, 
new lighting system, and new fixtures 
and display equipment. 

q Premier Wholesale Jewelers, Inc., Hick- 
ory, N. C., has been chartered with capi- 
tal stock of $40,000 to operate a jewelry 
store. Incorporators were E. A. Rudisill, 
Fred Huggins, and Harry Goldsmith. 

q Hamilton’s, Jewelers, has formally 
opened its enlarged and redecorated store 
at 1611 Main St., Columbia, S. C. 

q W. E. Carter, formerly of the Jewel 
Box and former manager of Regal Jewel- 
ers, Greensboro, N. C., has assumed man- 
agership of a jewelry store at 216 North 
Elm St. This store was formerly known 
as Bernau’s & Guilford Jewelers. The 
store will be known as Carter Jewelers, 
Inc. 

q C. W. McGill, Jeweler of Camden, Ark., 
has moved his shop from the Horne Build- 
ing to a new location on South Adams St. 
q Carolina Wholesale Jewelers, Inc., For- 
est City, N. C., has received a charter 
from the Secretary of State to operate 
jewelry stores. Authorized capital stock 
is $100,000. $6,000 stock has been sub- 
scribed by J. W. Hughes and Lucile 
Hughes of Forest City and by Carl Peter- 
son of Nashville, Tenn. 

q Gordon’s Quality Jewelers will open 
their new store at 613 Main St., Little 
Rock, Ark., late this summer, according 
to H. B. Gordon, president. The building 
is being remodeled. This will be Gordon’s 
first firm in Arkansas. The firm now 
operates stores in Texas, Louisiana, and 
Mississippi. 

q Chapin Marcus Co. of Dallas, Tex., has 
opened a Dallas office at 1205 First Na- 
tional Bank Building under the direction 
of Mrs. Claire Marcus. Mrs. Marcus was 
formerly on the staff of Marcus & Co. of 
New York. 

q Consumers will pay a two per cent sales 
tax in Bristol, Va., beginning July Ist. 
The new levy was voted May 18th by the 
City Council despite protests from man- 
ufacturers and merchants. It is estimated 
that the tax will bring in $300,000 an- 
nually. 

q The Fort Worth Jewelry Co. of Fort 
Worth, Tex., has been incorporated with 
$3000 capital stock by Langsford Carlton, 
Ida C. Carlton and Bettye Van Blarcom. 
q Mrs. Agnes F. Svedja of Svedja Jewel- 
ers, 2340 Monument St., recently returned 
from a six-weeks’ tour of France, Italy, 
and Switzerland. Her daughter is in Flor- 





» THE SOUTH 


ence, Italy, on a Fullbright Scholarship 
to study fresco mural painting. 





L. Luria & Son Celebrate 
Opening of New Miami Building 

The recent opening of Luria’s new of. 
fices, showrooms, and warehouse at 99) 
S.W. First St., Miami, Fla.. was celebrated 
by several days of fun and frolic, plus an 
elaborate merchandise exhibit of the major 
lines distributed by the firm. 

Southern dealers had the opportunity of 
meeting factory representatives and receiy. 
ing first hand information about the na. 
tionally advertised lines on display. 





Present at opening ceremonies of Miami 

Building of L. Luria & Son, Inc., were, back 

row, I. to r.: C. A. Reeves, Joseph J. Luria 

and Leonard Luria. Front row, |. to r.: 

F. W. Wheeler, Mayor Wolfarth of Miami, 
and Joseph D. Magid. 


Mayor Wolfarth of Miami, Fla., Mayor 
Turk of Miami Beach, and other civic 
leaders were present at the opening cere- 
monies. Also in attendance were Joseph 
J. Luria, president of L. Luria & Son, 
Inc.; Joseph D. Magid, vice-president, and 
Leonard Luria, assistant secretary. 

The new building will enable the firm 
to render greater service to its many 
dealers in Florida and the surrounding 
areas. 


Southern Jewelry Travelers 
Sponsor Atlanta Jewelry Show 


Leading lines of silver, jewelry, watches, 
and china will be exhibited at the South- 
ern Jewelry Show, sponsored by the South- 
ern Jewelry Travelers Association, to be 
held in Augusta, Ga., on July 23-27. 

This will be the first show in the South: 
east that will show major lines in the 
above categories. 

The Southern Jewelry Travelers Asso- 
ciation is composed exclusively of travel- 
ing representatives covering the states of 
Florida, Georgia, South Carolina, North 
Carolina, Virginia, Alabama, Mississippi, 
and Tennessee, and a large attendance 1s 
expected from these states. 
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cceeds Hoffman 
pep renee RJA President 


Ben Ash, Birmingham, was elected presi- 
dent of the Alabama Retail Jewelers Asso- 
ciation at the third annual convention of 
the group held on May 7 and 8 at the 
Thomas Jefferson Hotel in Birmingham. 
Mr. Ash succeeds Raymond Hoffman as 
president. 

Other officers elected at the convention 
were: W. V. Neville, Eufaula, first vice 
president ; Raymond Hipp, Huntsville, 
second vice president. and James Wiggins, 
Birmingham, secretary-treasurer. 

New members of the executive board: 
F. W. Anderson, Birmingham; Charles 
Ruth, Montgomery, and George Bewig, 
Selma. Members who are to continue on 
the board: Ted Bauman, Dothan, and 
W. Garfield Goodwin, Bessemer. 

Jewelers from all over Alabama heard 
authorities on jewely merchandising speak 
during the convention. 

Alex Fekula, director of merchandising 
for the Elgin National Watch Co., advised 
the business men to keep sales personnel 
enthused and to make their goods attrac- 
tive. “The day is gone,’ he warned, 
“when dollars just walked through the door 
. . . Business continues to be there for 
those who look for it.” 

Other speakers and discussion leaders 
included Raymond J. Hoffman, Gadsden; 
Aaron Ash, Birmingham; A. L. Hipp. 
Huntsville; John Montebaro, Birmingham; 
John J. O’Kane, of the Gorham Co., and 
Kenneth I. Van Cott, president of the 
American National Retail Jewelers Asso- 
ciation. 





Clere P. Chunn Weds in Dailas 


Miss Clere P. Chunn, for the past 15 
years manager of the diamond department 
of Moore-DeGrazier Co., Dallas, Texas, 
was married to Maurice William Genseke 
on June 3rd in Dallas. 

The former Miss Chunn, who has been 
with Moore-DeGrazier Co. for 22 years, is 
director of advertising, assistant to the 
president, and on the board of directors 
of the firm. 





Hess & Culbertson Jewelry Co. 
Elects Three New Directors 


Marcellus H. Becker, Otto Kortkamp, 
Jr., and Clemens M. Wolff were elected 
directors of the Hess & Culbertson Jewel- 
ry Co., St. Louis, Mo., at the annual stock- 
holders’ meeting of the firm held on 
May 15. 

Becker, who is past president of the 
Associated Retail Credit Men of St. Louis, 
has been with the firm since 1917. 

Kortkamp has been with the firm since 
1929 and holds the title of Certified Gemol- 
ogist, American Gem Society. He is past 
president of the Missouri Retail Jewelers 
Association and the Downtown Lions’ 
Club. 

Wolff, a past president of the Missouri 
State Horological Association, has been 
with the firm since 1930 and holds the 
title of Registered Jeweler, American Gem 
Society. He is also chairman of the St. 
Louis Chapter of the Knights of Columbus. 
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Tenn. and N. C. Watchmakers 
Participate in Repair Contests 


Two more of a nation-wide series of 
chronograph watch repair contests were 
held before groups of watchmakers on 
April 21 and 22 at Winston-Salem, N. C., 
and Chattanooga, Tenn. 

As in the four previous contests, partici- 
pants were required to take apart and 
assemble the complicated mechanism of a 
wrist chronograph, using the Esembl-O- 
Graf method of chronograph watch repair. 
Winners were judged on the basis of speed 
and accuracy. Benches, tools, chronographs 
and the appropriate volumes of the Esembl- 
O-Graf Library were provided by the 
Esembl-O-Graf Research Laboratories di- 
vision of Western Pennsylvania Horologi- 
cal Institute, Pittsburgh, Pa. 


VIRUNUORAPTI UCUUURS 
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First prize winner W. R. Kingston (left), 
of Le Grann Jewelry, Chattanooga, receiv- 
ing check from President Wm. O. Smith, 
Western Pennsylvania Horological Institute. 


Of the ten watchmakers taking part in 
the Winston-Salem contest, James A. Long, 
watchmaker for Spear’s Jewelry, Winston- 
Salem, took first prize with a time of 20 
minutes, 48 seconds. Second prize went to 
Frank V. Taylor, watchmaker for Newsom 
Jewelers, Salesbury, N. C., for his time 
of 23 minutes, 43 seconds. Charles E. 
Eizon, associated with Ralph H. Padgette, 
Belmont, N. C., jeweler, was awarded third 
prize with 23 minutes, 53 seconds. 

The Winston-Salem contest was spon- 
sored by the North Carolina Watchmakers 
and Jewelers Association. The Chattanooga 
competition was co-sponsored by the Ten- 
nessee Watchmakers and Jewelers Asso- 
ciation, Guild No. 2, and H. M. Van Brunt 
Co., Chattanooga watch material house. 

W. R. Kingston, watchmaker for the 
Le Grand Jewelery Co., won first prize 
with a time of 17 minutes, 52 seconds. 
Second prize went to Jasper J. Bowman, 
also associated with Le Grand Jewelry, 
who finished in 19 minutes, 7 seconds. 
Third prize winner was J. A. La Rue, of 
Simmon’s Watch Repair, with 25 minutes, 
37 seconds. 


Two Jewelry Workers Wed 


Harold Karst of the Eisenstadt Manu- 
facturing Co., St. Louis, Mo.,- and Miss 
Monta Elizabeth Pinegar of Wehmueller 
Jewelry Co., were married on Saturday, 
June 10, in St. Louis. 

The bride and groom are now on an 
extended tour, which will take them 
through the Rocky Mountain area. 
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q Harry Wish, Wisconsin-Illinois repre- 
sentative for Stein & Ellbogen Co., re- 
ported proudly that his son, Henry, was 
scheduled to graduate from the University 
of Illinois in June. Other news from the 
Stein & Ellbogen office reports that Richard 
Dehnert, secretary and treasurer of the 
firm, is convalescing at his Hinsdale, [IIl., 
home after a recent illness. 


q Wallace Goldsmith, of Foote, Cone and 





Greater Chicago Jewelers 
Re-elect All Officers 


The Jewelers’ Association of Greater 
Chicago unanimously reelected last year’s 
oficers to serve during 1950-51 at the 
organization’s annual meeting, held in the 
Standard Club on June 7. 

The officers are as follows: Norman 
Kernis, Norman Jewelers, !nc., president; 
Joseph Hirtenstein, Federal Jewelers, 


honorary president; Ira Marks, Marks 
Brothers, Inc., vice president; John Baum- 
rucker, Jones & Baumrucker Co., treas- 
Phillips, 


Phillips 


urer, and Sheldon 
Jewelers, secretary. 





The newly re-elected officers of the Jewelers’ 

Association of Greater Chicago. Left to 

right, Ira L. Marks, Marks Brothers, Inc., vice 

president; Ben L. Sacks, executive secretary, 

and Norman Kernis, Norman Jewelers, 
president. 


And the following were elected as di- 
rectors: Robert Appel, Ben Belon, Al 
Berke, Harold Cohn, Louis Cutler, Charles 
Gold, Lewis Litt, Phil Martin, Edward 
Michals, Howard Raymond, Rolland 
Trocky, and David Wexler. 

At the meeting the group heard a short 
talk by Irving Chayken of Armstrong’s, 
Hammond, Ind., a member of the com- 
mittee making arrangements for the Na- 
tional Jewelry Fair. 

Another speaker at this meeting was 
Wallace Goldsmith of Foote, Cone and 
Belding, advertising representatives for 
the Watchmakers of Switzerland. Mr. 
Goldsmith spoke on retail promotions of 
Swiss watches. 

After a .detailed discussion, the group 
agreed to launch this year’s cooperative 
advertising campaign in September. De- 
tails of the program, which will include 
large display ads in most Chicago dailies, 
are still being kept under wraps by the 
association. 











CHICAGO 


Belding, advertising representatives for the 
Watchmakers of Switzerland, discussed 
the merchandising of Swiss watches at the 
May 19 meeting of the Illinois Watch. 
makers Association held at the Morrison 


Hotel. 
q M. A. Mead and Co. was scheduled to 


hold its annual sales meeting from June 
18 to 21 at the South Shore Inn, Lake 
Wauwausee, Ind. This year, the firm js 
introducing the idea of inviting repre- 
sentatives from its suppliers to the meeting 
so that common problems may be dis. 
cussed. 

q Melvin Masler and Albert Arof, owners 
of A & M Jewelers, wholesalers, 5 South 
Wabash Ave., announced that they are en- 
larging their present quarters, adding 
about 50 square feet. 

q Mrs. Nellie Shapiro of the sales depart- 
ment of the G. H. Ralph Co., wholesalers, 
of 5 South Wabash Ave., was away on a 
vacation trip through Oregon and other 
northwestern states. 


q Mr. and Mrs. Walter Stuart and Mr. 
and Mrs. Don Blumenthal, Stein & Ellbo- 
gen representatives, were scheduled to take 
an auto trip west to Lake Louise and 
Baniff late in June. The wives of both 
men worked for Stein & Ellbogen before 
their marriage. 


q Leo Shubert, president of the Allied 
Jewelry Company, wholesalers, 330 South 
Wells St., returned to Chicago early in 
June from a buying trip to New York. 


q Services for the late Frank P. Gerbing, 
284 Shenstone Road, Riverside, IIll., were 
held on May 19 in a chapel at 5501 North 
Ashland Ave., Chicago. Mr. Gerbing, who 
was 66, died May 16 in MacNeal Memorial 
Hospital, Berwyn. He was in the jewelry 
engraving business for 45 years, with 
offices at 55 East Washington St., Chicago. 
He is survived by his widow, Hattie, and 
his son, Frank, Jr. 

q Frank E. Rose, 67, owner of the Plati- 
numsmiths Co., 29 East Madison St., died 
May 26 in Jackson Park Hospital. Services 
for Mr. Rose, who resided at 7736 Essex 
Ave., were held May 29. He is survived 
by his widow, Jean, and two daughters, 


Elaine and Mrs. Mildred Stein. 





Did You Repair This Watch? 


Jewelers throughout the nation are 
asked by the Good and Welfare Commit- 
tee of the Chicago Jewelers’ Association 
to check their records to see if they made 
repairs on a watch of the following de- 
scription: 

Benrus, 5 ligne, 17 jewels, model num- 
ber Q-2, 14K yellow gold case, scratch 
mark: 4E 61R. 

The watch was recently found in the 
possession of “Fish” Johnson who was 4I- 
rested as a passer of stolen goods. 

Communicate directly with the Good 
and Welfare Committee of the Chicago 
Jewelers’ Association, 5 South Wabash 
Ave., Chicago, III. 
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Chicago Golden Roosters 
Accept ‘Eggs’ for ‘Hatching’ 

More than 60 members attended the 
June Ist meeting of the Golden Roosters 
of Chicago at which the main order of 
business was the election of this year’s 
candidates for membership. The meeting 
was held in the Jewelers’ Club and was 
presided over by Irving G. Jensen of 
Jacoby-Bender, Chanticleer, or president, 
of the group. 

Members of the fun-loving, fraternal or- 
ganization covering the wholesale and 
manufacturing jewelry field, voted against 
a resolution which would have allowed a 
temporary raise in the group’s active mem- 
bership. After a report of the membership 
committee, consisting of Al Millard, Sog 
Cogan, and Dave Helfer, the following 
“eggs” were accepted for “hatching”: 
Donald I. Blank of the Nate Blank Co., 
Alan J. Jacobs of the Forstner Chain Corp.., 
Richard H. Gottlieb of Frederick M. 
Gottlieb and Co., and Stanley P. Kramer 
of Lossau and Kramer. 

All four candidates were considered to 
be young, healthy and sturdy and their 
prospects were rated high for passing 
their initiation, which will be part of the 
organization’s annual outing and_ golf 
tournament which was scheduled to be 
held at the St. Andrews Country Club 
on June 27. 

Induction as non-resident members was 
scheduled for Albert E. Freyer of the 
Samuel Weinhaus Co., Pittsburgh; Arthur 





Johnson of Ostbye and Anderson, Minne- 
apolis; and James T. Lester of the Inter- 
national Silver Company, Clayton, Mo. In 
addition, Jack Casey of the Hampden 
Watch Co. and Harold Eberle of the 
A. C. Becken Co., former Rooster mem- 
bers, were to be returned to the ranks in 
an impressive second-degree ceremony. 

Induction proceedings were to be pre- 
sided over by Bob Lieberman and Art 
Broenen, co-chairmen of the “Wrecking 
Crew.” 


ROYAL INSPECTION 





Palladium jewelry catches the eye of Her 
Majesty Queen Mary at the exhibit of D. 
Shackman & Sons during the recent British 
Industries Fair in London. The same jewelry 
is currently on display at the Canadian 
International Trade Fair in Toronto. 





CJA Elects New Officers 


As this issue went to press, the Chicago 
Jewelers’ Association was set for its annual 
outing and golf tournament, which was 
scheduled to be held June 15 at the 
Westgate Valley Country Club. 

More than 100 members were expected 
to enter the tournament, which was being 
run under the direction of Luke Lewy, 
committee chairman. 

With its May 18 dinner meeting in the 
Morrison Hotel, the group suspended its 
formal meetings until fall. At this meeting, 





the following officers were chosen for the 
coming year: Mead Montgomery, M. A. 
Mead and Co., president; Charles D. 
Ellbogen, Stein and Ellbogen Co., vice 
president; and James Swartchild of James 
Swartchild and Co., treasurer. In addi- 
tion, the following were elected as two- 
year directors: A. H. Greene of the 
Longines-Wittnauer Watch Co.; Al Mil- 
lard of Buss-Linthicum-Thorson, Inc.; 
Howard Bohlander of the A. C. Becken 
Co.; and Abe Braude of Emil Braude 
and Sons. 





The new officers of the Chicago Jewelers Association (left to right) Howard Bohlander of 


the A. C. Becken Co., a director; A. H. Greene of the Longines-Wittnauer Watch Co., 


q director; Mead Montgomery, M. A. Mead and Co., newly-elected president; John Biggins, 
Elgin National Watch Co., outgoing president; Charles D. Ellbogen of the Stein and Ellbogen 


Co., vice president, and Abe Braude of Emil Braude and Sons, a director. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


WATCH CRYSTAL GRINDING 
LIGHTER REPAIR 


ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, III. 











Wileh Case Fiparing 


Our work costs no more 
than ordinary work ? 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 

















THE CHICAGO INSTITUTE OF WATCHMASING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. {new location) Chicago 1, Ill. 








173 




















DIAMOND-CUTTING 


EXPERT WORK 


bY Mny 2.8 4143 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ¢ NEW ORLEANS 

















We SPECIALIZE... 


in special coder oe ad us your 
specifications. W. if sobenit a design 
nitheul obligation. 


SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


5 EAST THIRD STREET 


> CINCINNATI, OHIO 














Harry Greenwold Co. 


The House of Quality and Service 
18 West 7th Street, Cincinnati 2, Ohio 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you 

protected profit. You can recommend 

these lines to your customers with con- 
fidence. 

















The Wallenstein-Mayer Co. 


WHOLESALE 


Distributors of Nationally-Known 
Makes of 


JEWELRY SILVERWARE 
WATCHES APPLIANCES 
DIAMONDS CLOCKS 


Write for 1950 Catalogue 
31 E. Fourth St., Cincinnati 2, O. 
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q The annual picnic of the Cincinnati 
Wholesale and Manufacturing Jewelers As- 
sociation was held on June 15 at the 
Ryland Country Club in nearby Kentucky. 
An afternoon of golf and other sports was 
preceded with a steak dinner and followed 
with a supper of hamburgers and cold cuts. 
Arrangements were handled by the enter- 
tainment committee, composed of Clarence 
Loeb, chairman; Richard Heileman and 
Samuel Silverman. 

q Frank T. Garrett, retailer at 504 Broad- 
way, who is commander of Chapter Il, 
Disabled American Veterans of Foreign 
Wars, was host for 200 disabled veterans 
from Dayton, Ohio, at the Cincinnati Reds 
baseball game and a dinner on June 6. 
On the following Sunday, he broke ground 
for a new $150,000 chapter clubhouse on 
McMillan Ave. 

q Mark P. Herschede of the Frank Her- 
schede Co., retailers at 8 West Fourth St., 
and commander of the Cincinnati Chapter, 
Military Order of the World Wars, presided 
at the Armed Forces Day luncheon on 
May 19 in the Hotel Gibson roof garden. 
q Frank Budlong, president of Budlong, 
Docherty and Armstrong, Providence, R. L., 
became ill while in this city recently, but 
his many friends here were glad to learn 
he recovered after a few days in bed. 


PRIZE WINNERS 


Winners in a baseball player popularity 
contest conducted by the Moore Jewelry 
Co., 435 Main St.. Cincinnati, shown with 
their awards of Gruen watches and Speidel 
bands, are Miss Joann Busse of suburban 
Covington, Ky., and Grady Hatton, third 
baseman of the Cincinnati Reds, who was 
voted the most popular player of the 
month. 








Others in the photo are, left to right: 
Donald C. Moore, owner of the retail store, 
and Walter Phillips, Station WCPO disc 
jockey who conducts the “Colony Time” 
show from the Colony Restaurant, during 
which the awards are presented monthly. 

Miss Busse wrote the winning letter on 
why Hatton was her favorite player, and 
the most votes were cast for Hatton by 
contestants during the first month of the 
contest. 


CINCINNATT 
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q The jewelry manufacturing firm of Rohs 
and Brodbeck, which has been in busi- 
ness at 604 Race St. since 1930, has been 
dissolved with the retirement on June ] 
of E. B. Rohs. The firm name has been 
changed to Brodbeck and Sons, and is be. 
ing operated by Charles E. Brodbeck and 
a son, Gilbert. Herman Rohs, an engraver 
and brother of the former partner, remains 
with the new firm. 

q What began as a hobby for William A. 
Phelps, for 30 years a retailer at 4106% 
Glenway Ave., has developed into a pros. 
perous business. It is the repairing of old 
eight-day clocks and their conversion to 
electric clocks. Mr. Phelps has now built 
up a complete stock of parts and motors, 


q Richard Aukenthaler, a retailer for 29 
years at 3644 Warsaw Ave., has sold his 
business to George and Joseph Detzel, who 
also operate the Bond Jewelry Co. at 604 
Walnut St. Charles Loos, a watchmaker, 
has been added to the staff. Mr. Auken- 
thaler plans to visit relatives in Switzer. 
land and then tour South America. 


q Jerome Bihl of Bihl Brothers, jewelers 
located at 123 East Eighth St. in suburban 
Newport, Ky., has an interesting hobby. 
He owns and operates a fishing resort, 
“Lake View Lakes” at Alexander, Ky, 
where the lakes and other facilities are 
popular with fishermen and their families. 
Operation of the resort keeps the entire 


Bihl family busy during the summer 
months. 

q A number of local wholesalers and 
manufacturers closed their offices and 


plants for vacation periods early in July. 
Among them were Litwin and Sons, Inc., 
114 West Sixth St., whose plant was closed 
the first week in July, with only a skele- 
ton force in the office; Dorst Jewelry Co., 
2100 Reading Road, closed for a week 
beginning July 4, and Rosfelder Brothers 
and Co., 413 Race St., closed from July 1 
to 10. 

q Other early summer vacationers have in- 
cluded the following members of the staff 
of the Gerwe Brown Co., wholesalers in 
the Temple Bar Building: Ed. Karg, sales- 
man, with his family at Daytona Beach, 
Fla.; Harold Armancost, head of the bill- 
ing department, and his family in Florida, 
and Margaret Tighe of the same depart- 
ment, at home. 

q Also vacationing have been Mr. and 
Mrs. Morris Reis, Ann Brinkman, Madge 
Dekler, Lois Smith and Roy Whitford of 
the Harry Greenwold Co., wholesalers, 18 
West Seventh St.; Walter Hoffhouse, Stan- 
ley Rohem and Sylvia Volkerding of the 
Klein Brothers Co., wholesalers, Enquirer 
Building; Mr. and Mrs. Herman Rauch 
of C. and H. Rauch, Inc., wholesalers, 530 
Walnut St., who traveled to the Pacific 
northwest. 

q Also on vacation were A. Schneider, re- 
tailer, 3936 Spring Grove Ave., and a 
family party of six, in Clearwater, Fla., 
during June; Adolph Oltensauer and Will 
Cohn of A. G. Schwab and Sons, whole- 
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salers, 229 East Sixth St.; Raymond Lear, PEARLS FOR A 'PIN-UP" 
watchmaker, Bihl Brothers, Newport, Ky., 
‘n Florida, and Thelma Bihl, saleslady in 
Chicago. 

¢ Other vacationers have included Fred- 
erick Strunk of Strunk, Rosfelder and 
Schlueter, manufacturers, 434 Elm St., on 
a fishing trip to Wisconsin late in May; 
Chris Hirschof of Williams and Hirsch, 
manufacturers, 934 Vine St., to Washing- 
ton. D. C., for two weeks in June; Ralph 
Goebel, wholesaler, Provident Bank Bldg., 
and family to California during June, and 
Robert Black of the Harry Greenwold Co., 
who. with his wife, combined business and 
pleasure on a trip to Atlanta and Bir- 
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mingham, Ala. 

¢ Recently on the sick list were Albert C. 
Wallenstein, president of the Wallenstein 
Mayer Co., wholesalers, 31 East Fourth 
St.: Percy D. Lucas of Rosfelder Brothers 
and Co., manufacturers, 413 Race St.; 
Robert Gau, secretary, Klein Brothers Co., 
wholesalers, Enquirer Building; George E. | 
Brown of the Gerwe Brown Co., whole- SERVICE AND DEPENDABILITY 
salers, Temple Bar Building, who was hos- Lovely Jane Russell, starring with Frank For over 75 years 
pitalized for two weeks; and Matilda Sinatra in RKO's "It's Only Money" assumes 
Neiheishel, job clerk, Mecklenborg and a siren's pose, festooned in Castlecliff's THE D JACOBS SONS C0 
Gerhardt, manufacturers, 811 Race St., pearls. Shower earrings and Castlecliff's ° ° 
who underwent an appendectomy. very new cushion-pin provide focal interest Wholesale Jewelers 

4 Among those who attended the recent for multiple ropes of baroques. 811-813 Race Street 

Chicago conventions were I. B. Goodman, Cincinnati 2, Ohio 
mei, the 1B. Condes Mennisn We diaribute all nationally known 
Kassel of the Kauffman-Kassel Co., manu- lines of Jewelry and Diamond Rings. 
facturers, 434 Elm St.; R. J. Frommeyer 
and Raymond Eibel of the Klein Brothers 
Co., wholesalers, Enquire Building, and 
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widow of Frank Herschede, founder of two 
Cincinnati companies, died May 21 in 
Good Samaritan Hospital in that city. Her 
husband, who died 28 years ago, founded 
the Frank Herschede Co., a prominent 


Mr. and Mrs. Harry Greenwold, and Mr. retail store at 8 West Fourth St., and 
and Mrs. Cherrington Fisher of the Harry the Herschede Hall Clock Co., both of 


nese a» whheleabens “- ~d Cincinnati. Survivors include three sons 

—— a a ene and four daughters. Her sons are Edward ken matsumoto & CO: 

4 After 26 years as = watehmehker and | F. Herschede, president of the retail store ee 

salesman for the Motch Jewelry Store in | and treasurer of the clock company; Law- Jewelry Display Specialists 

suburban Covington, Ky., Henry Schulz | Tence B. Herschede, secretary of the 

has been appointed general manager of | jewelry company, and Walter Herschede, | 
president of the clock company. 
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the store. | , . 

4 Mary Ann Stephens, in charge of the | —— pone yng Jacobs 0 1109 MAIN ST., CINCINNATI 10, OHIO 
wat h d t 0., iInc., - ace St... Was FOCKEney PHONE PARKWAY 1392 

C ' } “se ment of the Gerwe Brown | awarded the degree of Certified Gemologist | 

0., wholesalers, was married on May 13 | be the Ameticen Gem Sealy. The BD | 

to Edward Meyer. The couple honey- | Tacobs ay a aie connie ans 

mooned in C : ° | Temes: a m 

a anade | elected to membership in the AGS. 





q Richard Brand, retailer at 210 W. Mce- mies 
Learn WATCHMAKING 


Millan St., delivered 500 class rings to Krueger Stone House 


members of the graduating class at Hughes 

High School on June 5. Marks 50th Business Year JEWELRY REPAIR 

¢ Robert J. Seifert, Sr., of the Albert and | Fifty years of successful operation are ENGRAVING 

Seifert Co., wholesalers, 18 West Seventh being celebrated by the Krueger Stone 

~ - om A : é a ! 

St., made a business trip to eastern mar- House, 448 S. Hill St., Los Angeles. Now po lt A eR ge Ag 
kets early in June. owned and operated by Esther E. Koch, salaried positions in Jewelry Field. 


Latest equipment makes learning a 


























q Harry Hannah, watchmaker, has been the firm was founded 50 years ago by pleasure. High percentage of gradu- 

added to the staff of the Dave Sharp retail Louis C. Krueger in Chicago. ates gr oe placed. Housing 

py pte ehery — . After establishment of the vee in — yo Poh Be) Catalog FREE O., 
. , . G. ab and cago, operations were first moved to New 

Sons, Inc.. wholesalers, and Lillian Pen- York and then later in 1925 to Los Angeles. A. W. THACKER ACADEMY FOR JEWELERS 

dergast of the firm’s diamond department, | Since that time, the firm has continuously DEPT. C. 423 FEDERAL ST. PITTSBURGH 12, PENNA. 

were on buying trips to New York City | made its headquarters in the Pershing 

during May, while Herbert and Julian Square Building. 

Schwab visited the New York and Provi- Miss Koch, who had been with the firm 

dence markets in early June. for approximately 15 years, purchased the 

q Mrs. Clara Sauer, 79, widow of the company about ten years ago after Louis LOOKING CALL ON 

late Alfred Sauer, a retailer for 62 years Krueger’s death. FOR AN , FD FREED’S 

in Covington, Ky., died May 25. She was Since that time the firm has added a ADVERTISING # ) | THEY KNOW 

the mother of Albert A. Sauer, president lapidary department headed by Armand AGENCY? % F ADVERTISING 

r* A. en Co., 329 East Eighth St., DeAngelis and has moved into a larger 

incinnati. i0. ; | > j ing 
4 Mrs. Sadie Ratterman Herschede, 94, Daildiog. — a ee ee aT we) 
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WALLACH 
MOUNTINGS 


of — 
GOLD and PLATINUM 
__ MOUNTINGS 
to the 


WHOLESALE TRADE 


WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 
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So it will make dollars for you. 
Here is the new cuff link toggle 


back that manufacturers have 
wanted and needed. Made of 
brass and tubbed. Available 
unassembled for hard solder or 
assembled for soft solder. Prices 
as low as $7.50 per gross. Write 
for complete information to: 


Smith sterling 


7331 Santa Monica Boulevard 
Hollywood 46, California 
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The West Coast 


q Gerald Rashall has been appointed ad- 
vertising and sales promotion director of 
the Mayor Jewelry Co. of Huntington Park 
and affiliated Mayors’ stores throughout 
Southern California. Rashall, who assumed 
his new post May 1, was formerly with 
Barry’s Jewelers, Los Angeles, in a similar 
capacity for four years. 

q Gensler-Lee has started construction on 
a new store in Santa Ana, Calif., at 215 
East Fourth St. They will move from their 
present location at the corner of Sycamore 
& Fourth some time in September. The 
new store will embody some new ideas in 
store fronts and other modern plans for 
the selling of diamonds, the primary mer- 
chandise carried by this well-known Cali- 
fornia chain. 

q Jack Hamm, retail jeweler, has moved 
his shop after 16 years at 1712 E. Flor- 
ence, into a new building next door at 





‘Tie-In With Jewelry Publicity’ 
AGS Guild Members Are Told 


“Publicity is advertising you can’t buy” 
was the subject chosen by Maxine Gar- 
rison of the Margaret Ettinger & Co. pub- 
licity office of Los Angeles, when she was 
featured speaker at a recent meeting of 
the Southern California Guild of the 
American Gem Society held at the Los 
Angeles Athletic Club. 

Using the diamond publicity done by 
that office for De Beers as illustration. she 
outlined the fields of publicity as maga- 
zine, TV, newspaper, educational, coopera- 
tive and institutional. 





Maxine Garrison of the Margaret Ettinger 

& Co. publicity office in Los Angeles, shows 

a diamond publicity book to George C. 

Houston (left), and David Widess of the 

Southern California Guild of the American 
Gem Society. 


The promotion of jewelry articles such 
as the Cartier story that appeared in the 
Saturday Evening Post along with illus- 
trational publicity, photographs of motion 
picture, radio and political personalities 
wearing diamonds are natural tie-ins. 

She pointed out that one of the most 
important things to remember when plan- 
ning publicity is to be sure there is no 
duplication within a particular readership 
area. Identical stories should not be sent 
rival editors. 

George C. Houston, president, presided, 
with the program in the hands of program 
chairman, David Widess. 





1714 E. Florence, Los Angeles. The new 
building features all new, modern fixtures 
and decor. Name of the business will re. 
main the same. 


q The Diamond Club of Los Angeles has 
announced the addition of six new mem. 
bers to its ranks. They are: James E. 
Arnay, David Ansel, Max Ehrlich, James 
Kazanjian, Carl Lindstrom and Fred Weiss. 
The club has expanded its facilities at 
941 S. Spring St. for benefit of members. 


q Juchem Brothers, manufacturers and im- 
porters of onyx, have moved to new and 
larger quarters in Suite, 504, Metropoli- 
tan Building, Los Angeles. 


q William C. Roberts has purchased the 
jewelry shop owned by Jack Tobin at 
466 Highland Ave., San Bernardino, and 
will operate under the name, Robert’s 
Jewelers. Mr. Roberts is a watchmaker 
and received his training at the Joseph 
Bulova School of Watchmaking, Woodside, 
Long Island, N. Y. 

q Harry and Alvin Bloom, who recently 
purchased Geneva Jewelers at 8418 S. Ver. 
mont Ave., Los Angeles, are changing the 
name of the firm to Howard Brothers Credit 
Jewelers. 

q Harold Thompson’s Jewelry Store at 
4041 Main St., Riverside, Calif., has been 
purchased by V. J. Christensen and L. W. 
Green. Mr. Christensen was formerly af. 
filiated with his father in the jewelry busi- 
ness in Las Vegas, Nev. 

q Alamo Jewelers of Los Angeles have 
moved from 5966 S. Broadway into new 
quarters at 5969 S. Broadway. The firm is 
owned by Bill M. Cowan. 

q Newest business to join the expanding 
community of shops in Arcadia, Cali- 
fornia’s Live Oak district is Weymouth’s 
Jewelers. The owners, Ira and Josephine 
Weymouth, are formerly of Waltham, 
Mass. 

q Mr. and Mrs. W. L. Rampley have 
opened a new shop at 15821 Hawthorne 
Blvd., Lawndale, Calif., specializing in 
jewelry repair, watch work, and the manu- 
facture of personalized wedding and en- 
gagement rings. All work is done on the 
premises. Mr. Rampley was formerly with 
the A. J. Fisher Jewelry Co. of Quincy, 
Ill. 

q Henry A. Woods and James F. Under- 
wood have recently opened Woods Custom 
Jewelers at 1202 N. LaBrea Ave., Ingle- 
wood, Calif. Mr. Underwood specializes in 
watch work. Mr. Woods designs and man- 
ufactures school and fraternal jewelry for 
Southwest section of Los Angeles. 

q Samuel Scorza is the new owner of 
Samuels Jewelers at 2210 W. Florence 
Ave., Los Angeles. Mr. Scorza formerly 
operated a watch repair shop at 6071 S. 
Vermont, same city. 





Best Jewelry Ads to Get Awards 


The California Retail Jewelers Associa- 
tion has announced plans to present a 
series of awards for the best jewelry ad- 
vertising during the course of the year at 
their next convention to be held in San 
Francisco, April 1 through 4, 1951. 

Details of the plans will be announced 
shortly. 
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Jewelers of Fresno, Calif. 
Draft Code of Advertising 


Ten advertising jewelers of Fresno, 
Calif. met on May 19, to cooperate in the 
establishment of a voluntary code of adver- 
tising practice for their trade in that city. 

Aim of the group is to eliminate unlaw- 
ful and unethical aspects of jewelry adver- 
tising and a committee has been appointed 
to draft a voluntary advertising code. 

This move is in cooperation with a drive 
now being conducted by the Better Busi- 
ness Bureau of Fresne County. According 
to Guy W. Wolf, manager of the Better 
Business Bureau, “When the code is ap- 
proved all jewelers in the country will be 
asked to sign it. When a 100 per cent 
sign-up of major advertising jewelers has 
been secured, the code will become effec- 
tive.” 

A representative meeting of the industry 
will be called shortly to approve the code 
as prepared by the committee now work- 
ing on it. 





Calif. 24-K Club to Continue 
Van Nuys Watchmaking School 


In the absence of President Frank Stir- 
ling, Emanuel Lippett, vice president of 
the Jewelers’ 24 Karat Club of Southern 
California, presided at the June meeting 
of the organization. 

Harry Prezant, chairman of the Vet- 
eran’s Watchmaking Committee, reported 
that even though the Birmingham Hospital 
at Van Nuys was being closed, the watch- 
making school would be continued through 
the efforts of the club. 

The question of the advisability of the 
club taking action on the Personal Prop- 
erty Tax repeal was postponed until the 
next meeting, when experts on both sides 
of the question will present their argu- 
ments. 

Past President Jules Lindenbaum, in 
charge of the speaker and entertainment 
committee, reported having secured the 
services of a number of outstanding per- 
sonalities to address the club in the near 
future. 














JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? 
Then let us make it another 
AUCTION for you or we will buy 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


LEWIS COHEN & HARRY BRENT 


7516 Melrose Ave. Los Angeles 46, Calif. 
Phone WAlnut 7354 











KRUEGER 
STONE HOUSE 


Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 
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PARISIAN JEWELS 





A Parisienne manequin displays a topaz 

diadem and a diamond necklace—all jewels 

of great value. The occasion was a jewel- 

er's parade held at Mellerio's, a popular 
Paris jeweler. 


—_——- 


A. |. Hall & Son, Inc. 
Expand West Coast Office 


Complete reorganization and expansion 
of facilities of the Los Angeles office has 
just been announced by P. A. Rowe, presi- 
dent of A. I. Hall & Son, Inc., wholesale 
jewelers of Los Angeles and San Fran- 
cisco. 


Offices of the firm will remain in the 
Metropolitan Building, Los Angeles. Ken 
Sischo will have charge of the expanded 
Los Angeles office and will be assisted 
by Arthur Klingele who is rejoining the 
firm. 


Four salesmen will service the Southern 
California area. Clifford Kwid will cover 
the western section of Los Angeles county, 
the San Joaquin Valley and the Coast. 
Frank I. Tempel will serve the firm in 
San Diego, Orange, Riverside, San Ber- 
nardino counties and the eastern part of 
Los Angeles county. Leslie Miller will 
cover metropolitan Los Angeles and the 
northern portion of the county. Francis 
Schmitt will be active in the Imperial 
Valley, San Fernando area, southern por- 
tion of Los Angeles County and the State 
of Arizona. 


—_—_—-——t 


California RJA Prepares 
New Model Auction Law 


The California Retail Jewelers Associa- 
tion has prepared a new model auction 
law which is now being sent to members 
for action’in their local communities. This 
ordinance, which incorporates the best fea- 
tures of many city ordinances now in effect 
in California, is prepared in a form ready 
for submission to any city council or board 
of supervisors. 

The California RJA is actively cam- 
paigning through its members to protect 
the public from fraud and misrepresenta- 
tion in connection with jewelry auctions. 

Extra copies of both auction ordinance 
and the bulletin may be obtained by writ- 
ing the California RJA office at 46 Kearny 
St., San Francisco 8. 




















AUTHENTIC 


EMBLEMS 
created by 


QRAWN 


AND COMPANY INCORPORATED 
546 So. Meridian St. © Indianapolis 4, Ind. 








A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 

Emblems enameled in authentic colors — 
other combinations on special order. 





No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 

















THE LAST WORD FOR 


HAIRSPRING TRUING 


JE VIN 


CAT. NO. ABDS $7.50 


Complete visibility clear around the collet, 
also plenty of room for manipulation of the 
inner coil of the spring with the tweezers. 
Balance wheel is free to spin if desired or 
can be put under slight friction by the spring 
of the trigger. The pivot holes are shaped to 
accommodate balance wheels ranging in size 
from the smallest baguette to a railroad 
watch size. 


GENUINE TE VIN 


TOOLS 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 





Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 


Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 























PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCh & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. VY 
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Johnson Succeeds New As President of NAHS 





Members, delegates, and friends attending the fifth annual National Association of Horo. 

logical Schools convention in Des Moines, May 26. Front row, left to right: O. R. Hagans, 

Karl Keck, R. G. Butterwick, Paul Leeds, J. M. Dale, George Baronian, Gustave Van Erp, 

and Charlie Purdom. In the back row, left to right: Tod New, James L. Hamilton, Frank 
Thomas, and Earl T. Platt. 


National officers for the coming year 
to direct the program of the National As- 
sociation of Horological Schools were 
elected Friday afternoon (May 26) at the 
close of the fifth annual national convention 
at the Hotel Fort Des Moines. 





Tod New of the American Academy, Inc., 
School of Horology, in Denver, president 
of the National Association of Horological 
Schools, opens the fifth annual convention 
of the association at the Hotel Fort Des 
Moines, May 26. New was succeeded by 
Arthur Johnson of the Philadelphia College 
of Horology as president at the close of 
the annual meeting. 


Arthur T. Johnson of the Philadelphia 
College of Horology was elevated to the 
presidency and C. W. Peavey of the Alamo 
Watchmaking College of San Antonio be- 
came vice president. Tod New of the 
American Academy of Denver, Colo., im- 
mediate past president, was selected as 
secretary-treasurer of the educational 
group. Paul Leeds of the Chicago Insti- 
tute of Watchmaking, J. M. Dale of the 
Midwest School of Horology of St. Louis 
and Albany, Mo., and C. C. Holt of the 
Holt School of Watchmaking in Phoenix, 
were named to the Executive Board of the 
national association. 

Matters concerning the student walfare 
and technical education of student watch- 
makers throughout the United States were 





considered by the delegates who represent. 
ed the nation’s leading and largest watch. 
making schools. 

Members pledged unanimously to con. 
tinue their program to provide the most 
thorough and practical scientific training 
in watchmaking and watch repairing, ac. 
cording to New, who retires after two 
terms as national president of the watch- 
making educators. 





Gordon Named General 
Manager of The Gorham Co 


The board of directors of The Gorham 
Co. of Providence, R. I., have elected 
Elliott M. Gordon vice president and gen- 
eral manager of the company. 

Gordon joined The Gorham Co. in 1940 
as assistant to the president. In 1942 he 
was elected a vice president and was 
named executive vice president of the 
company in 1945. 


ELLIOTT M. 
GORDON 





He brought with him to The Gorham 
Co. a background of engineering, account- 
ing and industrial management experience 
gained in the household utility, automo- 
bile, food, and other manufacturing in- 
dustries, as well as two years of service 
with a well known public accounting firm. 

Gordon was educated at the University 
of California at Berkeley and Purdue, 
graduating from the latter university with 
honors. From June, 1938, until June, 1939, 
he was one of five recipients of a Sloan 
Fellowship at the Massachusetts Institute 
of Technology. 
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Coming Events 





ee ees 


July 


9.144—New York Lamp Show, Hotel New 
Yorker, New York. 

16-19—California Lamp Show, Biltmore 
Hotel, Los Angeles. 

16-21—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

93.27—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

93.27—Greater National Capital Gift, 
Art & Housewares Show, Harrington Ho- 
tel. Washington, D. C. 

93-27—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

93.27—Southern Jewelry Show, Biltmore 
Hotel, Atlanta, Ga. 

93-28—California Gift Show, Alexandria 
and Biltmore Hotels, Brack Shop and 
Merchandise Mart Building, Los Angeles, 
Calif. 

24-27—Southeastern China, Glass & 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

30-August 2—New York State Gift & 
Art Show, Hotel Powers, Rochester, N. Y. 

31—August 11—Chicago Gift Show, 
Palmer House and LaSalle Hotel, Chicago, 
Ill. 

31—August 11—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 

31-August 11—Registered California Gift 
& Dinnerware Show, Hotel Morrison, Chi- 
cago, IIl. 


August 


6-9—Western Gift, Jewelry, Toy & 
Housewares Show, Western Merchandise 
Mart and Civic Auditorium, San Francisco, 
Calif. 

6-10—Buffalo Gift & Art Show, Hotel 
Statler, Buffalo, N. Y. 


13-16—Portland Gift Show. Portland 
Hotel, Portland, Ore. 
13-17—Pittsburgh Gift & Art Show, 


Hotel William Penn, Pittsburgh, Pa. 
13-17—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

14-17 — American National Retail 
Jewelers Association, Annual Con- 
vention and Trade Show, Waldorf- 
Astoria Hotel, New York. 


14-17—Allied Lines Show, Belmont 
Plaza Hotel, New York. 

20-23—St. Louis Gift Show. Statler 
Hotel, St. Louis, Mo. 

20-24—-Pacific Northwest Gift & Art 


Show, Olympic Hotel, Seattle, Wash. 

20-24—Eastern Gift & Lamp Show, Ho- 
tel McAlpin, New York. 

20-25—Houston Toiletries & Gift Show, 
Shamrock Hotel, Houston, Tex. 

21-25—New York Gift Show, Hotels New 
Yorker and Statler, New York. 

21-25—225 Market Week, 225 Fifth 
Ave., New York. 

27-31—Ohio State Gift Show, 
Deshler-Wallick, Columbus, Ohio. 

27-31 — National Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, IIL. 


Hotel 
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28-31—Mid-South Gift and Jewelry 


Show, King Cotton Hotel, Memphis, Tenn. 


September 
3-7—Detroit Gift Show, Hotels Statler 


and Book Cadillac, Detroit, Mich. 


3-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 
3-8—Dallas Gift Show, Hotel Baker, 


Dallas, Texas. 

3-8—Dallas Lamp, Gift & Housewares 
Show, Agricultural & Poultry Bldgs., State 
Fair Grounds, Dallas, Texas. 

4-8—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

10-14—Cleveland Gift & Art Show, Hotel 
Statler, Cleveland, Ohio. 

17—Missouri Retail ‘Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

17-18—Iowa Retail Jewelers Association, 
Annual Convention, Fort Des Moines Ho- 
tel, Des Moines, Iowa. 

17-20—Denver Gift & Jewelry Show, AI- 
bany Hotel, Denver, Colo. 

17-20—-Western Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

17-21—Tri-State Gift & Artware Show, 
Sinton Hotel, Cincinnati, Ohio. 

24—Horological Association of Iowa, 
Annual Convention, Fort Des Moines Ho- 
tel, Des Moines. 

24-25—Iowa Retail Jewelers Association, 
Annual Convention, Fort Des Moines 
Hotel, Des Moines, Iowa. 

24-25—West Virginia Retail Jewelers 
Association, Annual Convention, Parkers- 
burg, W. Va. 

24-25—American National Watchmakers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee, Wis. 

24-26—Ohio Retail Jewelers Association, 
Annual Convention and Jewelry Show, 


Deshler-Wallick Hotel, Columbus. 
24-26—F lorida China, Glass & Gift Show, 
San Juan Hotel, Orlando, Fla. 
24-28—Northwest Gift & Art & House. 
wares Show, Dyckman & Raddison Hotels, 
Minneapolis, Minn. 





New Haven Clock & Watch Co. 
Appoints Tower Sales Director 
The New Haven Clock and Watch Co. 


of New Haven, Conn., announced the ap- 
pointment of William B. Tower, Jr., as 


WILLIAM 8B. 
TOWER, JR. 


Director 
of Sales 





director of sales. Mr. Tower was formerly 
sales manager of Elgin American, division 
of the Illinois Watch Case Co., and was 
associated in a merchandising capacity 
with Stern Brothers, Loeser’s and Hahne 


and Co. 


GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St.. New York 10, N. Y. 
Tel. GR 77-0400 
CHINA ° GLASS * TABLEWARE 
EARTHENWARE GIFT and ARTWARES 
Domestic and Foreign 











DELLA WARE 


AMERICAN MADE 
distributed by 


FISHER, BRUCE & CO. 


| Phila.: 221 Market St. e New York: 1107 Broadway 











ENRIGHT - LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 


STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for 36-page illustrated catalog 


160 FIFTH AVENUE NEW YORK 10, N. Y. 
Telephone: CHelsea 2-3702 and CHelsea 2-2558 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 














Dr». importers of 
\“7 ENGLISH CHINA 
and 


EARTHENWARE 


Stoek and Import 

VILLE & CO., INC. 
New York 10, N. Y. 

AL. 4-0104 

















MARY RYAN ‘ccssons 


FURNITURE 


GIFT AND ART 


225 Fifth Avenue, New York 


Merchandise Mart, Chicago NOVELTIES 














NOW READY 
THE 


JEWELERS DICTIONARY 


NEW COMPLETELY REVISED 
% SECOND EDITION * 


$6-°°° POSTPAID 


The Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section B—Cutting Script Letters. Part 1. 


I, following this course- 
program for learning to do artistic en- 
graving, it is well now and then to take 
a little time off from the work of the 
moment to consider how the latter is 
related to the work of other sections ot 
the course; those that have been ac- 
complished and the one next in line to 
be begun. This occasional orientation 
promotes a more thorough grasp of the 
principles underlying the work of the 
course and a quicker accomplishment 
of practical ability. 

In Section A, Items 1 to 13 inclusive, 
you have presumably mastered the 
shaping and sharpening of the square 
script graver, and the use of it in cut- 
ting only the simple elements of which 
all script letters are composed. Our 





Section B—Script 


1. Drawing (on paper) script alphabet and 
numerals; study of proportion of let- 
ters to each other. 


2. Cutting script alphabet—capital letters. 

3. Cutting script alphabet—lower case. 

4. Cutting script numerals. 

5. Cutting script names, dates, inscriptions. 

6. Cutting script two letter monograms. 

7. Cutting script three-letter monograms. 

8. Cutting drop-script two-letter mono- 
grams. 

9. Cutting drop-script three-letter mono- 
grams. 

10. Cutting diagonal drop-script mono- 
grams. 


(*Subjects completed in previous installments 
of series.) 





experience in teaching has indicated 
that it is best to place this elementary 
tool work on the course-program ahead 
of the subject of drawing for sound 
pedagogical reasons, even though, ob- 
viously, the drawing of the “copy” has 
to be done on articles to be engraved, 
before they can be cut with tools. So 
now your instruction in drawing the 
plain script alphabet, capitals and 
lower case, and numerals, with pencil 
on paper, is the next thing to begin. 
This is scheduled as Section B, Part 1, 
of the course-program. Parts 2 through 
10 provide next for thorough develop- 
ment of ability in cutting this basic 
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script alphabet on copper plates. The 
“feel” in using the square script graver 
is very nearly the same in engraving on 
copper as on gold, silver, or metals of 
the platinum group. 

The standard script alphabet is the 
foundation on which ability in all other 
forms of engraving must be built. As 
“the carpenter is known by his chips,’ 





so the engraver is known by his script, 
The elements of script letters are 
simple and stand out nakedly to be 
judged; not like in the massed lines in 
fancy monograms and decorative work, 
among which some more or less faulty 
cutting can be easily camouflaged, but 
only to the uncritical eye. We urge the 
student to devote much time and effort 
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Figure 30: Simplified Script 
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to practicing drawing the script alpha- 
bet units with pencil on paper. Do not 
be in a great hurry to combine the 
drawing with cutting it on copper; that 
is naturally a temptation to the begin- 
mer but one will go farther toward 
proficiency in any given length of time 
by restraining his urge to cut script 
until he can draw it well. 

In your first attempts, you can hardly 
avoid excessive cautiousness in the use 
of the pencil, making your copy with 
short strokes, “pecking” at it, in a sort 
of timidity or fear that you might over- 
run the required pencil line. But one 
should recognize that this is a draw- 
back and try to acquire reasonably 
soon the knack of making longer 
strokes with more freedom and cer- 
tainty of movement of the pencil. Let 
your practice include the gradual culti- 
vation of a confident boldness with the 
pencil. In time this should lead to both 
a good style and a greater speed and 
output of work. The same principle 
underlies practicing for efficient cut- 
ting with the graver. 

Before beginning to design on paper, 
consider first the type of paper and 
pencil to be used. Any firm white 
paper with not too smooth a surface 
will serve well. An exceptionally rough 
surface, while good for suggesting 
form, is a poor medium for adding fine 
detail and should be avoided. 

For large practice designing on 
paper, a grade No. 2 lead pencil may 
be used to sketch in the form of the 
letters. A No. 4 lead pencil, which is 
<omewhat harder, may then be used for 
the more accurate shaping and adding 
of details. These are rather soft pen- 
cils and hence should be used only for 
designing on paper. Some engravers 
prefer to use a pencil for designing 
directly on the work to be engraved 
rather than to use a hard rubber point 

r “stylus.” In this case, a very hard 
pencil, at least a 6-H, should be used, 
because anything softer will not hold 
the fine point that is so necessary. In 
using a pencil to design directly on the 
work, it must be understood that there 
is some risk of scratching the surface 
to be cut, since the fine point of a hard 
lead pencil acts much in the same man- 
ner as the steel point of a stylus. 


1: DRAWING SCRIPT ALPHABET 
AND NUMERALS 


Design on paper the “Simplified 
Script Alphabet” (Figure 30) and 
numerals using the script slant lines to 
keep all shade lines parallel. A con- 
venient way to lay out the script slant 
line is to shape one end of a plastic or 
celluloid ruler with the desired slant of 
94 degrees. Using this gauge, the lines 
may be quickly and easily placed with- 
out constructing the usual square at 
the beginning of each row of letters. 
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Figure 31: Designing Key for Each Letter. 


This first alphabet is the simplest form 
of script. The basic proportions of 
each letter should be closely studied. 
Figure 31 shows the fundamental con- 
struction “key” for each letter and 
numeral. The key deals only with the 
body form. Careful study of Figure 31 
will show that even the most compli- 
cated letters in appearance can be 
broken down into simple basic forms. 
Once this is understood, designing 
technique will develop rapidly. Care- 
fully note the comparative sizes of the 
capitals, lower case, and numbers. The 
lower case letters are 1/3 to 1% the 
height of the capital letters. The num- 
bers are 2/3 the height of the capital 
letters. 

When this alphabet is mastered in 
design, the more complicated “Leonard 
Script Alphabet” will come easily. 
(Figures 34 and 34-A.) The construc- 
tion is the same with the addition of 


hair-lines used for artistic effect and 
beauty. 

It must be realized that before any 
cutting is attempted the student must 
fully understand the nature of the de- 
sign. Cutting a poor design is time 
wasted with nothing gained. Good cut- 
ting depends on good design and con- 
trary to popular belief among begin- 
ners, the mechanics of simple cutting 
can be learned and executed with some 
degree of skill in a comparatively short 
time. The beginner usually feels that 
he must concentrate on the cutting and 
that alone, with the idea that the de- 
signing will come in time. It is far bet- 
ter to reverse the idea; concentrate on 
the designing and the cutting will come 
in time. Too much emphasis cannot be 
placed on designing and the student 
should approach each new phase with 
this in mind. 


(To be continued) 





There’s a Two-Fold Profit in the Sale of Engraving 


Personalized merchandise is an important selling factor for the retail 
jeweler, both in its added attractiveness and prestige to customers, as 


well as its 


“insurance” value in eliminating returns. 
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NEW —Cempletely Revised Edction 





STERLING FLATWAR 


PATTERN INDES 





IMMEDIATE 
DELIVERY 
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Actual size of book, 
13" x9". 
Teaspoons are shown 
actual size in book. 


LATWARE PATTERN INDEX 


Found In No Other Publication 





Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched —and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obso- 
lete patterns. 


Each pattern name is listed in one alphabetical index 

. and cross-indexed again under the name of the 
manufacturer using it. Illustrations are beautifully 
done, in full size, and printed on fine coated paper. 
The binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in convenient 
loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. These can then 
be — into your book keeping it constantly up 
to date. 


In daily use by jewelers everywhere, this bvok 
has proved its value as an essential reference vol- 
ume, invaluable in operating a Sterling Silverware 
Department. 


SEND NOW FOR THIS ESSENTIAL SELLING TOOL 


FOR JULY, 1950 








Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Helps You Sell More Silverware 
Used Daily by Jewelers Everywhere 


All Books Sold Remittance With Order 
hereto eel 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Enter our order for a copy.of THE STERLING FLAT- 
WARE PATTERN INDEX. 
With Binder $20 


a i i in 


Without Binder $15 






Check or Money Order for $............... is enclused 
Pi 2 cots Oe Snir a ele ot has ra le ia a ee id 
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C. CLOCK—I have a Borg electric auto clock, con- 

® nected it up with a transformer that gives 8 volt 

A. C. An electrician told me I ruined the clock. Do you 
think so? Also, please give me the address of the manu- 


facturer of the clock. (Question No. 6239.) G. M. 


Answer—We should not presume to judge this ex- 
actly without having the clock here to examine, but the 
electrician is no doubt correct in what he says, because 
the clock is probably one designed to run on direct cur- 
rent and of lower voltage than 8 volts. The manufacturer 
of this clock is The Borg-Warner Corporation, 310 South 
Michigan Avenue, Chicago 4, Illinois. You could no 
doubt buy parts to replace any damaged ones from this 
firm. We suggest addressing your letter or package to 
the company: “Attention of Service Parts Division.” 


RODSHAM STAFF—We need a balance staff for a 

watch marked “Charles Frodsham, London,” and 
“05499A—D. EMSZ.” None of our material houses can 
supply the staff. Where can we obtain this? Or, must 
we make it? (Question No. 6240.) C. H. A. 


Answer—You will be unable to find a ready-made 
staff for this watch anywhere. Even when Charles Frod- 
sham made these watches, he did not supply the English 
trade with any duplicate repair parts whatever; so you 
will have to make the staff. It may interest you to know 
that the letters on this Frodsham watch, following the 
serial number, are “code” letters indicating the date of 
the model in the series of Frodsham’s line of movements 
made between about 1835 and 1871. If you will look 
again at the inscription, you will no doubt see that instead 
of the way you copied it in your letter, “05499A—D. 
EMSZ,” it is 05499—A.D. FMSZ, because there was no 
letter “E” in the code. The key is simply the spelled 
name “FRODSHAM” with “Z” added, and the letters 
stand, in order, for the numerals from 1 to 9 inclusive. 
FMSZ means 1859, and it is known that in that year, 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


Frodsham did add to his line a new model designed by 
James Ferguson Cole. Your movement was designed by 
Cole in 1859 and made by Frodsham some time there- 
after. 


fetta SAPPHIRES—I have made my model of 
an invention of a lamp, which has in its mechanism 
a sapphire anti-friction jewel like the sketch attached, 
which I took out of an electrical meter. Where could | 
have such jewels made in large quantities? (Question 


No. 6241.) A. R. B. 


Answer—We suggest, as a source of supply: Sap- 
phire Products Division, Plant #3, Elgin National Watch 
Co., 932 Benton Street, Aurora, Illinois. Send a sketch 
showing form and dimension of the jewel wanted, or a 
sample jewel, if the one in your experimental model is 
exactly what is needed; or send the model. The firm 
named makes everything that may be wanted of synthetic 
sapphire material. 


—" SILVER—I have always used liver-of- 
sulphur for oxidizing silver, but we have a job to 
do that should be given the intensely black color that I 
have seen on some decoration of sterling goods, blacker 
than I can get with liver-of-sulphur. Please advise if 
you can. (Question No. 6242.) G. H. 


Answer—The most intense and durable black on 
silver is produced by using a platinum solution. To one 
pennyweight of chloride of platinum, add 2 fluid ounces 
of pure grain alcohol. Have ready three glass-stoppered 
acid bottles, labeling them No. 1, No. 2, and No. 3. In 
bottle No. 1, put some of the solution diluted half-and- 
half with distilled water. In bottle No. 2, put solution 
diluted with one-fourth the quantity of water. In bottle 
No. 3, put the remaining full-strength solution. 

Clean the article to be oxidized, free of anything like 
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[ Jewelers —New Children’s Swingtime Pendulum Clocks 
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Three colorful designs! PLAY TIME, CIRCUS TIME, COWBOY TIME 


. with guaranteed chain-wind movements for accurate time-keeping. Perfect for child’s 
room, playroom, nursery or foyer. Dial 714” diam. Individually boxed in corrugated boxes. 


$4.95 retail. (Tax not included.) 
Contact your jobber or write direct for sample. 


MASPETH MEG. CO., Inc. “Sxooxtyn21, N.Y. 
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H TERRITORIES AVAILABE! | 
SEVERAL RIC | WEATHER INSTRUMENTS - FIELD GLASSES - READERS 
General line of fine Quality | CLOCK COMBINATIONS - BINOCULARS - MAGNIFIERS 
e SILVER PLATE HOLLOWWARE GENEROUS | | | 
© ART LAMPS | 
® ART OBJECTS . OMMISSIONS | UNUSUAL IN APPEAL—PRICE— 
OR | 
Extraordinarily beautiful wane | TURNOP ER— 
: ‘ WHO CAN a 
design and craftsmanship PROFIT 
ALL IMPORTED © PROMPT DELIVERIES | MERCHANDic¢ | ee an 
and ALL BILLINGS FROM U. S. OFFICE \ | LEXINGTON fe» || (na 
BOX NO. “D, 121,” JEWELERS’ CIRCULAR-KEYSTONE | ona y | a | 
"100 E. 42nd St.. New York I7, N. Y. | COMBINATION eee 
Of heirloom quality at a popular , 











| price. Barometer, Thermometer, 
| clock combination set in hand 
rubbed mahogany cabinet with 
| contrasting brass trim. Self 
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starting timepiece. Precision 
built throughout. 


A long-established, nation-wide service, PRIDE FIELD GLASS 

noted for prompt service and consistently . | _ 
A terrific value, 2% power, top quality lenses, central fccusing, 

accurate returns. Send us your next lot | wide field. Case included. Made in occupied Japan. Guaranteed 

and compare, : for quality and repairs. 
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grease or dirt. Brush on some of the solution No. 1; 
next, No. 2, and finally No. 3. If the work is small 
enough to do so, heating it moderately over the flame of 
an alcohol lamp will hasten the action of the solutions. 
On work too large to be conveniently heated, the solu- 
tions will work the same, but more slowly. After a deep 
black has appeared, polish the coating from surfaces 
where it is not desired, and rub the remaining blackened 
surfaces with a brush or rag slightly dampened with oil, 
which will intensify the black. 


ATCH INFORMATION—How many parts are there 
in a watch? (2) What is watch oil made of? (3) 
Who made the first watch? Where? When? (4) Which 


was the earliest watch factory established in America? 


(5) Is it true that the first hairsprings were pig bristles? 
(6) When were jewels first used for pivot bearings in 
watches, and what were they made of? (Question No. 


6243.) W. F. 


A nswer—(1) The average number of parts in watches 
of the usual type, non-complicated watches, is 150. 

(2) The many brands of watch oil are derived from 
three principal source materials: fat of marine animals, 
such as porpoise, blackfish, etc.; petroleum oils; fatty 
matter extracted from animal bones. 

(3) Peter Henlein, Nuremberg, Germany, made the 
first watch, between 1500 and 1510. 

(4) In the U. S. A., the first watch factory deserving 
the name was begun at Roxbury, Mass., in 1850; moved 
to Waltham, Mass., in 1854, and is now the Waltham 
Watch Co., there. In Europe, at the same time, watches 
were produced in smaller shops, not organized, in the 
modern sense, as “factories.” 

(5) About the year 1660, Robert Hooke, an English- 
man, invented the hairspring properly so called, a spiral 
steel spring. Pig-bristles were never used as hairsprings; 
they were used in early watches as “bankings” that acted 
as crude regulators. 

(6) Jewels for pivot bearings were first used in 1704 
by Nicholas Facio, in London, England. They were made 
of various hard precious stones; sapphire, ruby, etc., and 
of softer semi-precious stones, garnet, chrysolite, etc. 


— LACQUER—I have a quantity of articles 

made of polished brass finished with lacquer, but 
this coating has become scratched and worn off in places. 
I would like to know the best way of removing it entirely 
so I can repolish and relacquer the goods. (Question 


No. 6244.) W. E. S. 


Answer—tThe best way to remove old scratched-up 


lacquer from metal ware is to dissolve it off with de- 
natured alcohol. For cleaning small articles, a con- 
venient way is to immerse them in the alcohol for, say, 
ten minutes; this will remove the lacquer completely. 
Then, the work should be dipped in clean fresh alcohol 
to remove the film of mixed lacquer and alcohol with 
which the work is wet as it comes out of the bath. This 
may dry out and leave a foggy film on the metal if not 
rinsed or washed off. Articles that are too large to im- 
merse in a bath of alcohol may be delacquered by rub- 
bing them with cloth wet in alcohol. 
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— LIGHTING—Since adopting a fluorescent type 
bench light, I have been having some trouble with 
my eyes and headaches. What can you recommend to 
avoid this? (Question No. 6245.) H. E. 


A nswer—lIt seems to us that since you have been try- 
ing fluorescent lighting, which has been found unsatis. 
factory, the next thing to do would be to return to using 
the incandescent bulb light for a while and see if this 
makes any improvement for you. You might try a clear 
glass bulb, a frosted bulb, and a blue-tinted bulb, and 
compare results. Perhaps the experiment could include 
also trying different wattages in these types of bulbs, 
Then, if you do not find relief, better consult a competent 
oculist; he may be able to advise on kind of lighting, 
or would give you professional treatment if your eyes 
are found to need it. 

In using bulb lights, you should have them properly 
shaded and mounted on any sort of flexible fixture that 
would give you free adjustment of the direction at which 
light is applied to the work. Another thing you could 
experiment with would be different colors of paper or 
cardboard to use on the bench top. This may make dif- 
ferences in the effect on your eyes. If the fluorescent 
light you are trying is of the single-tube type, you may 
find better results with a double-tube light like the 
“Dazor’” fixture with a slight difference in the frequencies 
of current alterations in the two tubes. 


RYING HAIRSPRINGS—Is it customary or neces- 
sary to place hairsprings in sawdust to dry them 
after cleaning watches in a machine? (Question No. 


6246.) S. D. 


A nswer—On the question of using or not using saw- 
dust for drying cleaned hairsprings after cleaning them 
in a machine, we will say that if the rinsing solution 
used is good and not kept in use too long between re- 
newals, it is not necessary to use sawdust to aid in drying 
hairsprings. It is advisable, however, to apply moderate 
heat, if sawdust is not used. Many cleaning machines 
have a warming chamber for this purpose. If yours does 
not, a simple way to use heat is to have an electric light 
bulb on any kind of lighting fixture, with a metal shade 
on upside down, and a shallow metal pan over the light 
bulb on which work can be placed to hasten its drying. 


OIL BACK STONES—In our women’s wear depart: 

ment, we have recently put in a line of costume 
jewelry and wish this information. What is the correct 
name of stones in these goods, that have a coating of 
some substance on the backs of them to increase the 
sparkle? Where are these made? (Question No. 6247.) 
J. M. H. 


Answer—tThe trade term for such stones (glass imi- 
tation gems) is “foil-backs” because the backs are coated 
with thin metal sheet or foil of various colors. Rhine- 
stones are the same thing. These stones are manufac- 
tured mostly in Czechoslovakia; some in Austria. One 
of the leading importers of foil-backs is Teller Importing 
Co., 29 W. 34th St., New York 1, New York. 
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Newest, Best Seller | 
for Your | 
Silver and Gift Trade 


TRIM | 


Transparent Protectors 
for Silver, China, Linen 








e Moth Proof, Tarnish Proof 

e Dirt, Dust and Moisture Piocf 

e Perfect Visibility, Easy Access 

e Tough, Crystal-ciear Vinylite 

e Beautifies Cupboards, Cases, 
etc. 


Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for “bride trade." Among units 
available, and list prices, nation- 





Designed by Lucile Whittier 





ally advertised: Now, Nationally advertised 

Trim Unit for 6-pe Flat Silver place setting ................ $1.25 

Trim KIT for 72-pc Flat Silver service ...................... 6.75 

12 units, each 15x19" ....$5.00 = 6 Units, 12x13" ........ 2.00 || 
16 units, Ass't Sizes .... 5.00 1 Unit, 18x24" ........ 2.00 

3 Units, each 16x20"... 2.00 | Unit, 2430" 3.00 || 
| Shelf Protector, 27" deep by 36" wide ................... 1.00 | 


Trade Discount 


THEERIM Company Rated Dealers 


2669-JCK Cascade Springs Drive, Ada, Michigan 


40% | 
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MACHINE 


STAMPS 


Fountain Pens 










Leather Goods 
Writing Papers 
Book Matches 

Napkins : 
Gift Items : - 






















Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

_ extra an 















STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 


| KINGSLEY 
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Manufacturers New 
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Keepsake Honored 


Three first awards for advertising ex- 
cellence have been won by Keepsake Dia- 
mond Rings in the Second Annual Syra- 
cuse Advertising Week Competition just 
completed. Competing in ten classifica- 
tions of advertising and merchandising, 
Keepsake received first honors for window 
displays, external house organs and bus 
cards. 





Seven hundred entries were submitted 
in the contest by area agencies and adver- 
tisers as well as New York and Chicago 
agencies. In addition to receiving top 
honors in three classifications, Keepsake 
also won awards of excellence for con- 
sumer magazine advertising, business paper 
advertising, outdoor posters, interior dis- 
plays, direct mail and three out of four 
possible awards for window displays. 


Heirloom Displays Acts 
As Nightlight 


Jewelers handling Heirloom Sterling 
Silver were recently given Heirloom win- 
dow displays in Technicrome, the advertis- 
ing “find” of 1950. Impressed with the 
beauty and appeal of the Heirloom Sterling 
in full color on transparent plastic, with 
shadow box backlighting, Heirloom dealers 
gave the new Technicrome prominent posi- 
tion in their windows. 

Jewelers also discovered an unsuspected 
purpose in their Heirloom Sterling Techni- 
crome window displays. They learned that 
it serves as a practical, protective “night 
light” as well as a sales promotion display 
for Heirloom Sterling. “Day and night pro- 
motion,” said one Heirloom dealer, “plus 
night time store protection. That is “Dealer 
aid’ in its broadest sense.” 

The Heirloom Sterling Technierome was 
designed and produced for The Sterling 
Division, Oneida, Ltd., Oneida, N. Y., by 
Einson-Freeman, Long Island City, N. Y., 
in conjunction with their advertising 
agency—J. Walter Thompson of New York, 
N. Y. Over-all dimension is 24 x 19 inches. 
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Forstner Buys 
Canadian Company 


The Forstner Chain Corporation with 
plants at Irvington and Union, New 
Jersey, U.S.A., has purchased the Cana- 
dian Sturdy Chain Co., Ltd., Sherbrooke, 
Quebec. The Canadian plant will be oper- 
ated as a wholly owned subsidiary of the 
Forstner Chain Corporation with A. W. 
Follett, former manager of the Canadian 
Sturdy Chain Co., continuing as manager 
for the new owners. 

The plant at Sherbrooke, which 
employs 150 people, will be enlarged and 
modernized with the newest equipment and 
machines for the manufacture of fine 
quality Genuine Forstner Snake Chain, 
Forstner Komfit Watch Bands and other 
Forstner Jewelry items, in addition to the 
distinctive Canadian Sturdy products. 


now 


Hedstrom Creates New 
“Intarsia’ Clock 


A brand-new line of wood inlay electric 
clock faces has just been presented to the 
trade and the public by Hedstrom Asso- 
ciates, Inc., of Fitchburg, Mass. These 
new Intarsia clocks are the products of the 
present-day revival of the ancient craft. 
Here woods from all over the world are 
used to make the “intarsia paintings” for 
the clock faces, while the precision-built, 
self-starting Synchron clock movement by 
Hansen, time engineers for more than a 
quarter century, guarantees sustained time- 
keeping for every clock. 





Five distinctive patterns are available in 
the Intarsia clocks by Hedstrom—two 
mantel or table clocks, one kitchen clock, 
and two clocks suited for use in nursery, 
game room, office or club. These latter 
illustrate game birds in flight and a sail- 
boat race, while the other designs use ab- 
stract and beautiful symbolic patterns to 
great advantage. 

Hedstrom Associates announced that In- 
tarsia clocks are priced from $30 to $40. 





Watch Repair Assortment 
By Jadow 


Two new assortments which combine 
with genuine Ebauches and genuine Best. 
fit material, the first of their kind ever 
assembled, have been announced by B, 
Jadow. Inc., New York. 

Planned to give the watchmaker the fy). 
lest practical selection, the two assortments, 
one of staffs and one of stems, include the 
genuine numbers for virtually every popu- 
lar model and make of Swiss watch. 





Embracing the full range from 2% to 12 
ligne, both the staff and the stem assort- 
ments include for A. Schild, Eta, Felsa, 
Fleurier, Fout, S. Michel, Peseux, Unitas, 
Bulova, Bureu, Civitas, Cortebert, Enicar, 
General Gruen, Helice, Kurth, Langendorf, 
Liengrue, Marvin, Moeris, MST, Movado, 
Omega, Phenix, Pierce and Universal move- 
ments. 

Each assortment contains 96 pieces in a 
leatherette chest with a tight-closing cover. 
The construction and covering of the chest 
were selected to resist scuffing and hard- 
handling. 


Flo-Ball Pen Corp. Moves 
Eastern Headquarters 


On June 30, as part of an extensive ex- 
pansion program, the Flo-Ball Pen Corpo- 
ration moved its Eastern Headquarters to 
the second floor at 16 East 40th St., New 
York City. Accommodations will include 
several executive offices, a sales showroom, 
a testing laboratory and complete ware- 
house and shipping facilities. 

This move has been made necessary by 
the increased volume of business resulting 
from the recent introduction of three new 
Flo-Ball products. These products are 
Identi-Clip, a personalized pen clip that 
displays its owner’s initial or fraternal 
insignia, Scribe, a new and _ inexpensive 
fountain pen, and Tri-Tone, the triangular- 
shaped pen that writes in blue, red or 
green ink by simply turning it in the 
writer's hand. 
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Four Holmes & Edwards Inlaid 
Flatware Patterns Available 
Now available in open stock for the first 
time since the war are all four flatware 
patterns in Holmes & Edwards Sterling In- 


laid silverplate. 





Shown above, left to right, these include 
“Spring Garden,” “Youth,” “Danish Prin- 
cess” and “Lovely Lady.” Each pattern 
may be now purchased in single pieces, 
and in individual place settings, as well as 
in complete standard service for six, eight 
and twelve persons. 


ooo 


Aladdin's Magic Lamp 
Still Works 


Prominently displayed in the lamp-filled 
showroom at Aladdin Industries modern 
plant just completed at Nashville, Tenn., is 
a childhood dream come true. 











An exotic, Arabian wrought-iron lamp 
catches the eye of visitors as they enter the 
showroom. Almost without exception, each 
visitor (remembering the old story) walks 
up to the lamp, rubs it, and lo and be- 
hold—every table and floor lamp in the 
showroom instantly lights up, filling the 
room with glowing brilliance. Startled 
visitors can hardly believe their eyes! An- 
other touch, and all lights go out. Fasci- 
nated, callers at the Aladdin plant stand 
there for many minutes, delightedly per- 
forming this amusing miracle. 

The lamp showroom at Nashville is main- 
tained to show visitors the products manu- 
factured by the Lamp _ Division at 
Alexandria, Ind. The Nashville plant 
manufactures all products in the Vacuum 
Bottle Division of the company. Just re- 
cently completed, the modern Nashville 
plant is one of the most architecturally 
beautiful building in Central Tennessee. 
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William Dixon, Inc. 
Announces Purchase of 
Arrow Supply & Tool Co. 


The outright purchase of the Arrow Sup- 
ply & Tool Co., New York City, New York, 
and its reestablishment as the Arrow Sup- 
ply & Tool Division, William Dixon, In- 
corporated, was announced by Samuel F. 
Dixon, President, William Dixon, Incorpo- 
rated. 

Effective March 1, 1950, facilities of the 
Arrow Supply & Tool Co. have been moved 
and merged to the Newark, New Jersey, 
main offices and plant of William Dixon, 
Incorporated. 

Jacob Faist, former owner of the Arrow 
Supply & Tool Co. will continue as Mana- 
ger of the new division of William Dixon, 
Incorporated. 


Parker Pen Traces Star Impulses 


To assure unerring accuracy in trans- 
ferring to revolving chronograph star-time 
impulses captured by telescope direct from 
the heavens, a specially precisioned “51” 
pen has been installed in the Elgin ob- 
servatory, Elgin, Ill. Adaptation of the 
popular writing instrument required special 
adjustment of the metered ink flow and 
microscopic alignment of point to assure 
uninterrupted recording of _ split-second 
time signals. 


New Norma Lucite Display 


Norma Pencil Corp., 137 W. 14th St., 
New York, has brought out a Lucite Dis- 
play Aid featuring the 4 in 1 theme fea- 
tured in Norma’s national advertising. 
The large 3-dimensional “4” is formed of 
a luminous plastic on a heavy pedestal 
of lucite. The Norma pencil is firmly se- 
cured by a plastic clamp and a well in the 
lucite base. 

The display aid is available without 
charge to all Norma dealers on request. 


Berland Merchandising New 
“Guide to Bride" Book 


A new, 28-page book for brides and 
other diamond-ring prospects, which is ex- 
pected to furnish many leads for retailers, 
is being intensively merchandised by 
Joseph Berland, manufacturers of diamond 
rings by Berland. 

The book, entitled “The Bride’s Guide 
and the Romance of Diamonds,” is being 
offered to consumers through special ads 
in leading Women’s Group magazines, and 
is receiving editorial mention in magazines 
and newspapers from coast to coast. 

Arranged in three sections, “The Bride’s 
Guide” contains a series of fascinating 
stories of the world’s most famous dia- 
monds; a guide to diamond ring buying, 
together with illustrations of the Berland 
line; and lastly, a complete, fact-filled 
section on the etiquette of the engagement 
and wedding, plus hints for wedding happi- 
ness. 

For additional information, dealers may 
write direct to Joseph Berland Co., 6 West 
48th St., New York 19, N. Y. 











Karlan & Bleicher New Diamond 
Setting Style 


A new diamond setting style was an- 
nounced by Karlan & Bleicher, Inc., 188 
W. 4th St., New York City. Called “Re- 
flector Clusters,” the settings give the 
illusion of a larger melee in cluster. 





Reflector Clusters are available from 
6% mm. to 10 mm., to take approximately 
from .01 points to .25 points in melee. 
Cluster is available in 14K white gold, 
palladium, or 10 per cent iridium platinum. 


O-B "Conquistador" Rings 


In accordance with the Ostby & Barton 
“Partnership” Plan of passing on to the 
retailer the benefits of selling direct, N. G. 
Anitole, O-B Vice President and Sales 
Manager, has announced the company’s 
newest “name” ring promotion, the Con- 
quistador. 





Promotion will include strong national 
advertising support in Life, and Look. 
There is also being distributed a distinctive 
window or counter display, and tie-in mat 
for dealer newspaper advertising. Inspired 
by the conquering Dons of Old Spain, Con- 
quistador is a boldly-styled, heavy shank 
10K gold ring which is available in six 
popular settings: onyx, onyx initial, and 2 
pt. diamond, onyx and 3 pt. diamond, 
double head Tiger Eye and brown and 
white on brown cameo. 

Window card features the figure of a 
Spanish Conquistador on a_ gold-colored 
base, and stands approximately twelve 
inches high. Rings are displayed against a 
cloak of purple velvet. The display is free 
with an order for any five Conquistador 
rings, and tie-in mats are free upon re- 
quest. 
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House Beautiful Ads Available 
for Jeweler Tie-Ins 


To help jewelers capitalize on the edi- 
torial and advertising contents of House 
Beautiful, the publishers of that national 
home-service magazine are listing in their 
monthly J C-K advertisements the fea- 
tures to appear in the forthcoming issue 
of House Beautiful. 


RIGHT FROM 


Llowse Beautiful 





These multiple-page advertisements also 
carry a list of the manufacturers of jewelry 
store items whose products will be adver- 
tised in the following issue of House 
Beautiful. 

In each of J C-K advertisement is a 
coupon which will bring to the retailer 
copies of the manufacturers’ House Beau- 
tiful ad (sample card shown above) at- 
tractively mounted and ready for use on 
counter or in wallcase or window. 

Further information may be had_ by 
writing to the JEWELERS’ CrrcuLAr-KeEy- 
STONE. 


“Back to Nature" 
New Jewelry Move 


That French philosopher Jean Jacques 
Rousseau’s “back to nature” plea is ex- 
periencing a new twist in jewelry this 
season. 

Polished but uncut stones, close to their 
natural form, are being set in white palla- 
dium or gold in the latest jewelry fashion 
here. 

“The theme is that Mother Nature is 
the greatest creator of beautiful art,” said 
designer Alfred Shawl of the Norma 
Jewelry Co. 

Surrealism in jewelry, he added, means 
returning to the reality of pure form, but 
combining it with the techniques of 
American jewelry designers, to meet the 
needs of fashion. 

One of his new designs drawing high 
favor here is a fine brooch with a large 
Oriental pearl set in the center and uncut 
stones framed and hung from the pin 
ornament. There are an emerald, tour- 
maline and jade below. The pin ornament, 
he explained, is his surrealistic interpreta- 
tion of the branches of a tree, combined 
as the new theory says, with natural 
stones. 
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Special Panel Engraving 
Instrument Now Available 


The Green Panel Engraver, a new pan- 
tograph engraving instrument designed 
specifically for marking and engraving 
control panels and other large assemblies, 
is now available from Green Instrument 
Co.. 385 Putnam Ave., Cambridge, Mass. 

Like the well-known standard Green en- 
graver, this new machine produces fine 
engraved letters, numbers or designs on 
silver, metal or wood surfaces by merely 
tracing master copy. The principal differ- 
ence between this and the standard mode] 
is found in the master copy carrier which 
is supported above the machine base. 
Panels °4 in. thick by 19 in. wide by any 
length may be engraved. 

The Green Panel Engraver is already 
finding wide use in the jewelry field for 
making large plaques. 

For additional information, write directly 
to Green Instrument Co., 385 Putnam 
Ave., Cambridge, Mass. 


Wolfenden Catalog Ready 
The new catalog of the J. W. Wolfenden 


Corporation, silversmiths of Attleboro, 
Mass., is being mailed te 2500 customers 
of the company. One hundred eighty-eight 
items of sterling flatware, hollowware and 
specialties are indexed.: 


New Display Features 
Slide-Blade Knife 


A versatile display is now being used to 
promote the Gits Slide-Blade Pocket Knife. 
This new double faced easel display, car- 
ries six Gits Slide-Blade Knives on each 
side and is so designed as to satisfy coun- 
ter, wall or wire merchandising. It takes a 
minimum of space. 





Each knife is cradled in a protruding 
pocket which is so designed as to permit 
removal of the knife for examination of the 
advertised “‘one-hand” operation, yet it is 
claimed to be theft proof. 

Complete information on this new mer- 
chandising display and the knives may be 
had from C. N. Cahill, General Sales 
Manager, Gits Molding Corp., 4600 West 
Huron St., Chicago 44, III. 




















New Portable Engraver 


A new portable machine known as 
Engravograph, which allows the jeweler to 
engrave 15 different sizes of names and 
monograms, from a single master alphabet, 
has just been placed on the market by 
New Hermes, Inc., manufacturers of ep. 
sraving equipment for the trade. 

“The Engravograph is an important cop. 
tribution to the simplification of engray. 
ing,’ declared Norbert Schimmel, presi. 
dent of the firm. “More and more jewelers 
have asked us for a machine where any 
unskilled operator can change engraving 
sizes at will. The problem of engraving 
silverware, watches and jewelry in the 
quickest possible time with letters of dif. 
ferent sizes is now practically non-existent. 
When the jeweler uses the new Engrayo. 
graph he no longer requires a separate 





template for every change in size. All he 
does now is quickly adjust the multi-ratio 
tracing arm, without disassembling of any 
kind, and he is ready to use the same 
master alphabet for every conceivable size 
of monogram, name or message.” 

Ratios run the gamut of popular engrav- 
ing requirements—1:2'4 to 1:6. The elimi- 
nation of the need for various sizes in 
templates represents a substantial saving 
to the jeweler, according to New Hermes. 
In addition, the entire operation of en- 
graving one job in various sizes has been 
speeded up considerably. 

Complete descriptive literature on the 
Engravograph, Model GM, is obtainable 
from New Hermes, Inc., 13-19 University 


Place, New York 3, N. Y. 


Hugo Bosca Makes Specialty 
of School Ringbinders 


To meet the demand for a smart looking 
ringbinder within the popular price budget 
of students, the Hugo Bosca Co., Spring: 
field, Ohio, has restyled and redesigned its 
school ringbinder line. 

The new Bosca-Built line had to have 
eye appeal, so it was made up of Deep 
Buff Cowhide in a wide choice of colors 
and styles. To take a lot of wear and tear, 
all models are cloth lined and fitted with 
chromium steel binders. 

Two and three ring models are included 
for all age groups through college level. 
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News of Personnel 





New Appointments at Hamilton and Elgin 


JOHN I. SUYDAM 
(Hamilton Watch Co.) 


L. ROY PRICE 
(Hamilton Watch Co.) 


Two new. sales representatives were 
added to the Hamilton Watch Company 
sales organization in May according to a 
recent announcement by Lowell F. Halli- 
gan, vice-president and sales manager. 
L. Roy Price has been assigned to the 
Gulf States and John I. Suydam will cover 
southeast New York and northern New 
Jersey. 

Robert L. Braner, a Hamilton Watch Co. 
employee for over 12 years, was transferred 
to the Special Sales Department on May 
Ist, it was announced by L. F. Halligan, 
vice-president and sales manager. 

The Flex-Let Corp. of East Providence, 
R. I., announced the appointment of John 
Van Epps, industrial engineer, to head its 
manufacturing and production departments 
and the addition of six expert toolmakers 





G. H. RAGLAND 
(Elgin Nat'l Watch Co.) 


ROBERT L. BRANER 
(Hamilton Watch Co.) 


to its creative styling staff. 

Appointment of George H. Ragland as 
representative for the Elgin National 
Watch Co., in the Washington, D. C., area, 
has been announced by Andrew L. Rowe, 
vice-president in charge of sales. Rowe 
said that appointment was aimed at 
strengthening Elgin’s assistance to jewel- 
ers in the Washington area. 

M. G. Smith, president of the Silex Co., 
Hartford, Conn., announced the appoint- 
ment of H. B. Whitehead as works mana- 
ger in charge of all manufacturing and 
engineering operations. He also. an- 
nounced the appointment of H. M. Vogle- 
songer as manager of product and de- 
velopment engineering and J. A. Hamilton 
as advertising and sales promotion man- 
ager. 








Officers Elected at National Silver 





P. J. BERNSTEIN 
Chairman of the Board 


The National Silver Co., 295 Fifth Ave.. 
New York City, announced the election of 
the following officers at its annual meeting 
of the Board of Directors: Philip J. Bern- 
stein, Chairman of the Board: Morton 
Bernstein, President: Milton Bernstein, 
Vice-President. Bernard Bernstein was re- 
elected vice-president and Harry S. Berk 
was re-elected vice-president and secretary. 

At the same time the company an- 
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MORTON BERNSTEIN 
President 





ARTHUR EISENBERG 


General Merchandise 
Mgr. 
nounced the _ following appointments: 


Henry Gessner. General Manager and As- 
sistant to the President; Arthur A. Eisen- 
berg, General Merchandise Manager; S. 
Charles Freeman, assistant to Harry S. 
Berk and manager of china, crystal and 
import divisions; Irving Fiske, manager 
of housewares-gifts division; Arthur Frank- 
lin and Jerome Kaskey, assistants to Wal- 





| ter Jacobs, General Sales Manager. 





| E. S. Horton Retires 


Elmer S. Horton retired as a partner of 
the Horton-Noyes Co. of Providence, R. L., 
on May 3lst. Horton will serve in a con- 
sulting capacity to the firm. 

A new partnership was formed to carry 
on the business. The name of Horton- 
Noyes Co. will be retained and no change 
will be made in agency personnel. 


Rodd Appointed Vice-President 


BOB RODD 


Vice-President in 
Charge of Sales 
Stonewall Products 
Co., Inc. 





Stonewall Products Co., Inc., Master 
Watch Case Co., Inc., and Swiss Radium 
and Dial Painting Co., Inc., 79 Seventh 
Ave., N. Y., announced that Bob Rodd, 
associated with them for 17 years, has 
been appointed vice-president in charge of 
sales for the three firms. Rodd has been 
in the watch case industry for 27 years. 
He was the first president of the “Golden 
Circle Sales and Executive Club” and was 
recently re-elected to serve a second term. 


R. F. Buggeln Named 
Vice-President at Esquire 


ROBERT F. BUGGELN 
Vice-President and 
Director of Sales 

Esquire, Inc. 




















David A. Smart, publisher and chairman 
of the board of Esquire, Inc., announced 
the election of Robert F. Buggeln as vice- 
president and director of advertising sales 
for the corporation’s three publications, 
Esquire, Coronet, and Esquire Apparel 
Arts. 

Buggeln joined Esquire, Inc., as adver- 
tising manager of Coronet last year. 


Deknatel Opens New Showrooms 


J. A. Deknatel, manufacturers of simu- 
lated pearl necklaces at 96-20 222nd St., 
Queens Village, L. I., N. Y., announced the 
opening of their new showroom in Metro- 
politan New York at 366 Fifth Ave. 

The modern layout of this new show- 
room will be in step with the modern simu- 
lated pearl fashions which Deknatel’s will 





display there. 
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Special Notices 


‘Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 

“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommen dations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 





Situations Wanted 





DISPLAY salesman; Metropolitan New 
York, New Jersey. Address “‘W., 116,” 
care J C-K. 





WATCHMAKER;; thoroughly experienced, 
several years at bench; desires position. 
Address “C., 101,’ care J C-K. 





WATCHMAKER, desires position, Water- 
bury or Torrington, Conn.; age 40; 
married; 20 years high grade shops. 
Address ‘“Y., 44,’’ care J C-K. 





SALESMAN-manager, 18 years retail 
credit experience; best references; no 
borax; employed at present. Address 
“H., 25,” care J C-K. 





WATCHMAKER and jewelry repairman; 
Bowman School graduate; 10 years’ ex- 
perience; permanent position; best of 
references. Address “B. 99,” care J C-K. 





TOP grade watchmaker for all types of 
Work; experienced all kinds of chrono- 
graphs and timers; available July 1. 
Address “T., 4904,” care J C-K. 





TOP retail jewelry salesman, A-1l man 
for fine diamond and watch department: 
window trimmer and showcard writer; 
now available; consider anywhere. Ad- 
dress “A., 97,” care J C-K. 





NOTICE; high calibre all around jewelry 
salesman seeks employment Saturdays 
and evenings only, in reputable store, 
Newark or vicinity. Address “G., 124,” 
care J C-K. 








JEWELER, if you are looking for an ex- 
perienced all around jewelry repairman 
and setter, answer this ad; prefer in or 
around Los Angeles, Calif., area. Ad- 
dress “F. 22,” care J C-K. 





YOUNG man; 28; proven successful in 
retail jewelry sales desires pcsition with 
manufacturer or reliable wholesaler as 
representative; Eastern Seaboard pre- 
ferred. Address ‘*M., 31,” care J C-K. 





DIAMOND setter and all around jewelry 
repairman of 25 years’ shop and store 
experience; age 50; married; prefer to 
connect with a high class store. Ad- 
dress ‘“‘R., 78,” care J C-K. 


WANTED; position as watchmaker; 
graduate of accredited watchmaking 
school; single; veteran; one year’s ex- 
perience; desires change; prefer Mid- 
West. Address “B., 18,’ care J C-K. 





ALL around jewelry repairman and dia- 
mond setter; 27 years’ experience; also 
light manufacturing ; best of references; 
prefer West Coast or Southwest. <Ad- 
dress “F. M. H. 54,” care J C-K. 





WATCHMAKER, salesman, clock, jewelry 
repairman; B.T.S. graduate; 20 years’ 
experience; best of references; capable 
of taking charge. Address “B., 88,” care 
J . 





JEWELER, diamond setting, special or- 
ders, repairing; first class workman; 
long experience seeks position, about 
August first, with high grade firm; any 
location. Address “E., 122,’’ care J C-K. 





EXTENSIVE knowledge all phases retail 
business ; experienced in diamonds, col- 
ored stones and pearls, buying and sell- 
ing; position with advancement desired. 
Address “M., 133,” care J C-K. 





MIAMI locality preferred; aggressive, 
promotion credit jeweler, experienced, 
for live wire proposition ; best references 
exchanged. Address “J., 4804,’ care 
J C-K. 


ee 


DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 








FIRST class watchmaker, experienced on 
railroad work, plain engraver; 30 years’ 
experience; with present employer eight 
years; desires to make change. <Ad- 
dress ‘‘A., 4744,” care J C-K. 





JEWELER; fine mechanic; aggressive: 
special order work, model making, gold, 
platinum mountings; 30 years last em- 
ployer; steady salary; New York City 
only. Address “G., 164” care J C-K. 





A-1 stone setter: 24 years’ experience: 
light special order, repairs, all around 
man; European apprenticeship; can 
handle men in shop; also consider part- 
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nership. Address “F., 53,’ care J C-K. 


VETERAN; age 24; ambitious: s 
college; desires sales-trainee poaitien 
with wholesaler or mManutacturer : 7 
one year diversified experience ’ with 
New York wholesaler ; excellent Be 
ences ; relocate anywhere. Address “D. 
01” care J C-K. * 





$$ 
EXPERIENCED watchmaker, seeks per 
manent position in first class retail 
store; can handle the position Without 
assistance or _ supervision; efficient 
sober and bondable; can also do minor 
ring sizing and jewelry repairing, Ad 
dress “M., 4501,” care J C-K. : 


SS 


REGISTERED jeweler, American Gem 
Society, salesman, diamond Selecting 
grading and matching; photography of 
stock, for insurance purposes, appraisals 
and identification; own optical equip. 
ment and instruments; capable of man- 
agement. Address “F., 163,” care J C-k. 











DIVERSIFIED experience, 28 years, here. 
abroad, bench and counter; congenija] 
neat and no offensive habits, wishes re. 
sponsible position as foreman, salesman 
or both with reliable firm; California, 
Arizona, Hawaii preferred. Write “Fore. 
man” P. O. Highway, Highlands, Calif. 








MANAGER; 33 years old, family man: 12 
years’ experience in cash and credit 
stores; doing buying, selling, window 
trimming and personnel training; opti- 
cal experience included; reliable refer- 
ences furnished. Address ‘“J., 4752,” care 
J C-K. 











WATCHMAKER; American and Euro- 
pean experience, desires position in or 
near New York City; chronographs a 
specialty. Write Suster, care Gross, 23 
Washington Ave., Clifton, N. J., or call 
Prescott 9-3051. 





A-1 watchmaker; 45 years’ experience; 
can take full charge of repair depart- 
ment; best references; New York or 
New Jersey preferred. Mario Carvalho, 
169 Crescent Ave., Beachmont, Revere, 
Mass. Revere 8-3368. 





YOUNG, certified watchmaker and chron- 
ograph specialist, desires position in 
established store on salary or percent- 
age basis: all offers appreciated and 
considered. Address “C., 160,” care 
J C-K. 





YOUNG man; age 23; wants position in 
jewelry trade; experience in diamonds, 
precious stones, gold and silver; speaks 
four languages; only interested in posi- 

tion with future. Address “A., 86,’ care 





DIAMOND expert; a gentleman of good 
character and ability, desires employ- 
ment with an established, reputable 
firm; steady employment most impor- 
tant; salary $5000. Address “J., 4872,’’ 
care J C-K. 








WATCHMAKER-salesman ; Bradley grad- 
uate; H.I.A. certified; college back- 
ground, experience; presently em- 
ployed; good references; future oppor- 
tunity important; New York vicinity 
preferred. Address “E., 153,’ care J C-K. 





UNIVERSITY graduate; graduate of 
Gemological Institute of America ; mem- 
ber of American Gem Society; eligible 
for certified gemologist; 10 years’ sales 
experience; present manager of store: 
seeking position with fine retail firm. 
Address “*T., 4764,% care J C-K. 





WATCHMAKER; experienced; 32; thor- 
oughly capable handling, purchasing 
and selling bands, cases, materials and 
allied lines: desires position with repu- 
table watch concern, in either or both 
capacities; New York preferred. Ad- 
dress “S., 4500,” care J C-K. 





WATCHMAKER, Jr.;_ single; watch 
school graduate: wants job assistant 
to experienced watchmaker ; subsistence 
wage acceptable in return for _ super- 
vision if definite agreement on advance- 
ment: go anywhere. Vocational Reha- 
bilitation Division, Department of Edu- 
cation, Montpelier, Vt. 





BOOKKEEPER; full charge, secretary- 
stenographer, credits, collections; very 
fine diamond background; unusual ex- 
ecutive ability ; accustomed responsibil- 
ity, desires permanent connection with 
progressive diamond or jewelry con- 
cern: excellent references. Address “Y., 
116,” care J C-K. 








COMPETENT watchmaker’ gemologist, 
wants position with first class firm; 
ean do light jewelry repairing, setting, 
also cut stones and make repairs; mar- 
ried: children: employed, but seeking 
better opportunity with permanency and 
pregress ultimate; available Sentember 
first. Address “H., 135,” care J C-K. 








EXCELLENT background ; exceptional 
ability, strong volume-getter for im- 
portant chain or department store, no 
borax: buyer, merchandiser, supervi- 
sor: 15 years’ solid experience East 
Coast: diamonds, watches, silverware, 
all jewelry; locate anywhere. Charles 
Hynes, 524 N. Marengo, Pasadena, 
Calif. 














WATCHMAKER; experienced all types 
watches; chronographs also ring sizing 
and clock work; now employed one of 
the finest stores on the Gulf Coast; 
would like a change; age 38; good 
health ; five feet, 11 inches tall; 160 Ibs.; 
married, sober; would like reliable, per- 
manent employment. Address P. O. Box 
422, Galveston, Texas. 
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J n; age 34; married, person- 
YOUNG pearance seeks position with 
establisned retail jewelers ; thorough 
knowledge of every. phase including dia- 
monds, jewelry, estimating repairs, etc, . 
not afraid of work; will go anywhere 
excellent references. Address “T., 4770, 


care J C-K. 








, 
Le 





as lniaieaeiaacnies 
TT EWELRY salesmen, whether 

ee mn or full time salesmen, are 
in greater demand if they have studied 
diamonds, other gems, jewelry and 
silverware with the Gemological Insti- 
tute of America and received one of its 
diplomas. 5 EK. 47th St., New York 17, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 











MANAGER; credit jewelry store; top 
notch salesman; can take complete 


charge; thorough knowledge all phases 
of operation, advertising, credits, win- 
dow trimming, promotions and with ca- 
pacity for getting along with people; 
have 27 years’ experience and can fur- 
nish excellent references; age 43 and 
married. Address “C., 90,” care J C-K. 








STRICTLY promotional minded; now em- 
ployed; not interested in just another 
job; will trade my years of successful 
experience in credit jewelry business 
covering chain store and outside sales, 
management, purchasing, merchandis- 
ing, advertising, displays, for proposi- 
tion with future and earnings. Address 
“K., 4805,”" care J C-K. 





—_—--_-- --- 


ADVERTISING manager, now with credit 
jewelry organization, desires to improve 


present income; thorough knowledge 
merchandising; Six years’ experience 
present employer; commercial artist 


seven years with newspaper; complete 
understanding newspaper reproduction, 
also direct-by-mail advertising; top 
references ; married, sober, industrious, 
ambitious. Address “R., 105,’ care 
J C-K. 





MARRIED veteran; 34 years old; has one 
year selling, 18 months’ watch repair 
schooling, five months’ jewelry repair 
schooling; has own tools; wants posi- 
tion preferably on West Coast, but 
others considered ; experience more es- 
sential than wages; looking for perma- 
nent position; all replies answered 
promptly and in confidence. Lester A. 
Iverson, 1545 S. 54th St. Apartment 1-L, 
Richmond Calif. 








CAPABLE, seasoned watchmaker, estima- 
tor, salesman ; salary, commission or 
concession in jewelry or department 
store; competent to promote sales or 
repairs ; background includes college 
training in excess of degree in business 
administration ; majors, accounting, 
economics and law; competent to keep 
accounts and/or other management 
functions ; a conscientious, reliable man 
willing to work for reasonable salary 
commensurate with duties and respon- 
sibilities. Address “T., 113,” care J C-K. 


RIE ORR LOR” 5 ROPES SH: 15S SCSI Set SEO HS 
Lines Wanted 





es 








PACIFIC Coast salesman desires factory 
line of gold rings; years of selling: best 
references ; commission basis. Address 
“C., 4483,” care J C-K. 








DIAMOND and platinum line wanted 
for the South; many years’ experi- 
ence over same territory. Address 


“B., 119.” care J C-K. 











SALESWOMAN; experienced jewelry, 
silverware, open to represent manufac- 
turer; have strong following and show- 
room on Fifth Ave., New York. Ad- 
dress “‘C., 120,” care J C-K. 


—_—— 





SALESMAN; selling the better jewelry 
stores, past 15 years New York City 
and road ; employed at present; open for 
proposition. Address “V., 71,’ care 
J C-K. 





OHIO representative, residing Cleveland, 
large loyal following, desires tp fac- 
tory line for jewelry and department 
stores; best references ; commission ba- 
sis. Address “‘D., 20,” care J C-K. 








PACIFIC northwest salesman, Portland 
resident, desires to represent one or two 
strong jewelry, diamond, or watch lines ; 
interested in attractive proposition; ex- 
cellent references. Address “Q., 65,” 
care J C-K. 





AGGRESSIVE manufacturers’ represen- 
tative, with established following among 
jobbers and wholesalers in Midwest, 
wants additional reputable line. Ad- 
dress Circular 196, Room 1415, Hey- 
worth Bldg., Chicago 2. 


FOR the southwest; non-conflicting 
line to one now carrying; calling on 
best rated jewelers, by experienced 
man with good following; best of 
references. Address “S., 112,” care 


J C-K. 











DIAMOND man; 30 years’ experience in 
loose diamonds, interested in represent- 
ing reliable loose diamond concern to 
jobbers and chain stores, on the Pacific 
Coast; bank and business references. 
Address “R., 34,” care J C-K. 





RELIABLE and energetic watch sales- 
man with good following and ac- 
ceptance in New York state; seeks 
an additional major line for above 
and adjacent territory. Address “‘C., 
5%? care J C-K. 











SALESMAN, covering Pacific Coast, de- 
sires connection with established manu- 
facturer of platinum ring mountings; 
excellent following among wholesaler 
and chain outfits: bank and business 
references ; commission basis. Address 
“Y., 144,’ care J C-K. 





LINES wanted; small and compact, 
with good sales possibility, for Pa- 
cific Coast; over 20 years’ experi- 
ence calling on jewelers and depart- 
ment stores; large following; excel- 
lent references. Address “W., 40,” 
eare J C-K. 





SALESMAN; many years’ experience 
covering New York and vicinity, desires 
manufacturer’s line platinum, = gold 
mountings, wedding rings or sundry line 
for jobbers, manufacturers, chain out- 
fits; state full particulars. Address “C., 
147,” care J C-K. 








REPRESENTATIVE, now covering the 
Pacific Coast territory for the past 20 
years, is interested in adding several 
lines; experienced in handling all items 
of jewelry, especially loose goods, 
watches, mountings, and precious stones, 
very large, fine following; best of ref- 
erences ; the minimum drawing account, 
$75 weekly; lines must have merit and 
considerable credit extended. Address 
“F., 92,” care J C-K. 


SALESMAN; thoroughly experienced, 
with a loyal following among well- 
rated wholesale jewelers in the en- 
tire eastern half of the United 
States; will accept additional lines 
for established firms with well-ad- 
vertised products; only regular, 
profit-making items will be of in- 
terest. Address “K., 61,’ care J C-K. 


























JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
goods stores. Address “H., 2006,” care 
J C-K, 





MANUFACTURERS’ attention; lines 
wanted for Fall trip; ace traveling 
representative known solid in the 
East, open for gold, platinum, nov- 
elty lines; can use a good watch 
line, promotion lines; have personal 
contacts with all buyers of jobbers, 
chain stores, large users; Eastern 
territory; commission basis. Address 
“S., 67.” care J C-K. 





SALESMAN ;: permanent resident of Con- 
necticut offers 20 years’ of successful 
jewelry sales experience; well known, 
with established following through ex- 
tensive travel among better retailers in 
Virginia, North & South Carolina, 
Georgia, Florida, Alabama, Kentucky, 
Tennessee, for manufacturer or whole- 
salers of high grade line; must be good 
and permanent; can furnish the best of 
references; for full details, Address “A, 
158,” eare J C-K. 


Side Lines 











SALESMAN to carry side line of fine 
platinum watch cases and attachments ; 
reasonably priced; can’t miss; all ter- 
ritories open. Address “B., 49,” care 
J C-K. 











SALESMAN: on Pacific Coast; to carry 
side line of quality leather watch 
straps: to jewelry wholesalers and ma- 
terial houses. Address ‘“H., 59,” care 
J 


— 
4 








SALESMEN;; to install new business in- 
vention in jewelry stores, on free trial, 
to sell itself: four $15 sales daily pay 
$200 weekly. Write, Creditors Associa- 
tion, 1477 Ridgeway Rd., Dayton, Ohio. 





WANTED: salesmen with contacts among 
jewelry and department stores to sell 
imported silver plated coffee and tea 
sets; have stceck on hand to fill orders. 
Address “T., 139.” care J C-K. 





SALESMAN: to carry fine, exclusive, 
highly styled line of Lucien Piccard 
watches for the West Coast only; Los 
Angeles office preferred. A. Blumstein, 
Inc., 47 W. 47th St., New York City. 





SOME territory now open: one of the 
country’s largest lines of gold and silver 
rings: interested onlv in salesman with 
ability, experience and traveling by car. 
Address “T.., 30,” care J C-K. 





SALESMEN with following; fine line 
of 14K searab bracelets and jewelry; 
sterling identification bracelets; 
competitively priced. Address “N., 
106,”’ care J C-K. 





MANUFACTURER of outstanding line of 
sterling silver jewelry for jewelry, de- 


partment and gift stores; looking for 
salesmen in all territories: commission 
basis: territorial rights. Address ‘M., 


63.” care J C-K. 





SALESMAN; several commission basis, 
side lines, consisting of fast selling 14K 
scarab bracelets, jade jewelry, opal 
jewelry, etc.; well Known manufacturer, 
for the better cash trade; state territory 
covered. Address “B., 146,” care J C-K. 





(Continued on page 194) 
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SIDE LINES—Continued 








SALESMEN; carry nationally known 
leather, nylon, plastic watch strap line; 
must have following wholesalers, job- 
bers; territories open: Pacific Coast, 
Midwest; commission. Address ‘‘L., 62,” 
care J C-K. 





SALESMAN to carry established manu- 
facturer’s line of ladies’ gold and plati- 
num ring mountings to the wholesale 
and chain store trade; state territory 
to oe Address “V., 141,’ care 
J C-K, 





SALESMEN for manufacturer’s line 
chains, jewelry, etc., to retailers; line 
is compact, salable and in popular price 
range; state territory and full details; 
commission; protected territory. Ad- 
dress “P., 33,’ care J C-K. 





SALESMEN ; to carry low priced costume 
jewelry items; well known men’s jew- 
elry line; advertised watch bands line; 
Phyllis gold filled line; fast selling 
novelties, etc.; $50 weekly draw. Ad- 
dress “‘M., 4759,” care J C-K. 





SALESMAN wanted; to travel New En- 
gland; line of light and medium weight 
sterling silver hollowware; popular 
priced ; good promotional line; commis- 
sion basis; give references, held confi- 
dential. Address “E., 91,” care J C-K. 





JEWELRY salesman; very good side 
line diamond emblem and assorted 
rings; established New York firm; 
all territories; drawing against com- 
mission, Address “J., 130," care 


J C-K. 





WANTED; side line salesmen for estab- 
lished costume jewelry manufacturer; 
we also job over 250 name brand lines 
and can supply every type of side line 
watches, bands, novelties, rings, etc.; 
state your business. Address “R., 8,” 
care J C-K., 





EXPERIENCED salesman ; Texas, Louisi- 
ana and adjacent states; carry attrac- 
tive, low priced delivery stock of ladies’ 
and men’s stone rings and diamond 
wedding ring sets; if you know this 
territory a good income assured; state 
experience, present line; confidential. 
Address “V., 38,’’ care J C-K. 





SALESMEN; watches; experienced, 
with following; side line; excellent 
commission; territory open South- 
west, South, New England, Middle 
Atlantic; write stating references 
and experience. Harman Watch Co., 


Inc., 22 W. 48th St., New York 19, 





INCREASE your present earnings with 
small, but beautifully finished, well 
styled-line 1/20-12K gold filled watch 
attachments, gent’s jewelry; we have 
established accounts throughout coun- 
try; state territory, experience, side 
line you carry; draw against commis- 
sion. Address “V., 70,” care J C-K. 





ACTIVE high calibre salesmen calling on 
department, gift, and jewelry stores to 
carry nationally advertised “Intercon- 
tinental Glove Guards,” and “Jewels by 
Intercontinental” as side line; all states 
open; only qualified men, giving full in- 
formation first letter considered. Inter- 
continental, 816 S. Robertson, Los An- 
geles 35, Calif. 





WATCH salesmen, with following 
among retail jewelers, wanted for 
West Coast, Middle West, South and 
Eastern states by established im- 
porter, for popular priced, complete 
up-to-date Swiss watch line; com- 
mission basis; no objection to non- 
conflicting line. Address “P., 104,” 
eare J C-K. 


EXCELLENT opportunity ; salesmen, call- 
ing on jewelry and specialty stores, to 
represent established manufacturer fine 
prong-set boxed costume jewelry; ter- 
ritories open: Minnesota to Louisiana ; 
North Dakota to Texas; Montana to 
Arizona; details and references first 
letter; replies confidential; men with 
car residing near territory preferred ; 
drawing when qualified; our men know 
of this ad. Address “J., 4654,’ care 
J ; 











Help Wanted 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’’ care 
J C-K. 


WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 








ENGRAVER; with experience, for steady 
employment in retail jewelry store near 
Boston. Address “A., 17,” care J C-K. 





SALESMEN wanted; see our advertise- 
ment on page 97 of this issue. Box 


““E., 136.” 


ENGRAVER and chaser; capable of tak- 
ing charge of this department; give in- 
formation in detail in first letter. Ad- 
dress “V., 55,” care J C-K. 








SALESMAN; traveling Denver West, 
with following among retail jewelers, 
for outstanding diamond ring line. 


Address “P., 77,’ care J C-K. 





WANTED; engraver for lettering and 
monogram work on silver and jewelry ; 
good conditions; give reference, experi- 
ence and salary expected. Henebry & 
Son, Roanoke, Va. 





JEWELER, on platinum and gold; one 
who is a leader with ideas of producing 
and new models; age 35 to 45; letter 
must be in detail; confidential. Address 
“T., 56,” care JC-K. 





SALESMAN; with a non-conflicting side 
line, to represent a manufacturer of 
mountings, wedding rings, engagement 
rings, lapel buttons, etc.;: commission 
basis. Address ‘“‘Q., 57,’’ care J C-K. 








MANUFACTURERS’ representatives; 
strong side line cuff links, pins, medals, 
special order facilities; 20% commis- 
sion; closed territories; full credit re- 
peat orders; only high ethical men con- 
sidered; send details, other lines car- 
ried and references. Parker Die-Craft, 
546 S. Meridian, Indianapolis. 





SALESMEN; with established retail fol- 
lowing, wanted by manufacturer of na- 
tionally advertised pearl line, attrac- 
tively boxed and priced right; New 
England, Pennsylvania, Delaware, and 
Maryland; Southwest open; give de- 
tailed information as to experience, fol- 
lowing, etc. ; commission ; protected ter- 
ritory. Address ‘‘A., 4426,” care J C-K. 





SALESMAN; acquainted with finer trade 
of 14K jewelry store, to carry as a side 
line exclusive crosses, bracelets for 
charms and heavy chain bracelets ; com- 
mission. Address “J., 60,’’ care J C-K. 





WANTED: loose diamond salesman for 
Middle West; one who has an estab- 
lished trade; salary and commission. 
The Rudolph Deutsch Co., diamond cut- 
ters, 1258 Euclid Ave., Cleveland, Ohio. 





DIAMOND house, has opening for young 
man with experience in diamond office ; 
good chance to become salesman to re- 
tail jewelers; Metropolitan New York. 
Address “B., 159,’’ care J C-K. 


JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 








SALESMEN; with established retail fo) 
lowing, to represent well known many. 
facturer of silver plated and chrome 
hollowware in Metropolitan New York 
and New Jersey, on commission basis 
Address “‘N., 76,’’ care J C-K, ; 





tL 
SALESMAN; experienced; to represent a 
watch material, watch attachment 


house; must own a car; fixed Salary 
drawing against commission. Toledo 
Jewelers Supply Co., 118 Summit St 
Toledo, Ohio. ” 











SALESMAN; experienced, with estab. 
lished jewelry clientele in New Jer. 
sey, to sell Stratoflame, the new 
miracle butane gas cigarette lighter, 
Apply by letter only, Schwartz & 
Son, 72 William St., Newark 2, N, J, 








SALESMEN; with following, to handle 
desirable fine grade die struck plain ang 
engraved 14K gold wedding rings; ex. 
tensive numbers; competitively priced: 
commission basis; write references. Ad- 
dress “‘A., 2256,’’ care J C-K. 





SALESMAN wanted, with well estab- 
lished following on Pacific Coast, to 
earry a high grade, unusual line of 
sterling silver hollowware, made in 
New England; all replies confiden. 
tial. Address “*K., 128,” care J C-K, 








WESTERN representative for old estab- 
lished well known cultured and simu- 
lated pearl line; only high type man 
considered with friendly following of 
retail jewelry stores; a reliable line for 
right man for good steady earnings. 
Address “‘N., 32,’ care J C-K. 








SILVER or jewelry salesmen wanted; 
large manufacturer of popular priced 
silver and chrome plated hollowware is 
open for two representatives for com- 
plete southern territory; straight com- 
mission basis; no objection to one side 
line. Address “E., 52,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C, Admiral & 
Tracy, Kansas City 6, Mo. 





SELLING opportunity for man in nearby 
states, except Illinois, to carry excellent 
top grade lines including Ronson, Spei- 
del, Anson, etc., either as side line or 
as full time job; good proposition to 
right party. Berger Mfg. Co., Holland 
Bldg., St. Louis, Mo. 


SALESMAN for old established na- 
tionally known diamond and colored 
stone ring house to cover Pennsyl- 
vania, Virginia, West Virginia and 
other tributary states; reply in con- 
fidence. Address “E., 151,” care 
J C-K. 


SALESMEN of religious jewelry wanted, 
for New England, midwestern and south- 
ern states, with following of church 
goods; supplies, jewelry chains, gift 
shops; outstanding sample line; also 
suitable for side line; commission and 
salary. Write ‘‘N., 4765,” care J C-K. 


SALESMAN wanted, with well estab- 
lished following in Chicago an 
Middle West, to carry a high grade, 
unusual line of sterling silver hol- 
lowware made in New England; all 

















replies confidential. Address “J., 
127,” care J C-K. 
JEWELRY salesman; leading mount- 


ing manufacturer requires services of 
outstanding salesman; only experienced 
men with following among wholesalers 
and chain stores in New York area need 
apply; commission basis; state refer- 
ences: confidential. Address ‘‘M., 15, 
care J C-K. 
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TANTED; jewelry shop foreman, for re- 
ve ond ‘special order department, of 
retail store, employing lo _workmen ; 
must be able to produce himself, be- 
sides supervise others; state experience, 
qualifications and salary expected. Cole- 
man BE, Adler & sons, i22 Canal St., 
New Orleans, La. 
———— 
TAGER; 30 to 45; for established 
sae enely store in good sized city 
near Cnicago ; only man who is presently 
employed and thoroughly experienced 
in promotions, advertising and display 
and successful selling need apply; give 
references in reply, with salary desired, 
Address “E., 21,” care J C-K. 


<a iataesaieisbinieiniaitinnats 

SALESMEN- wanted; with following 
among jewelry, department and spe- 
cialty stores; one for New Kngland and 
one for Pennsylvania and nearby states, 
to carry complete line of costume and 
gold filled jewelry; commission basis; 
write for interview giving all details. 
Address “‘C., 13,” care J C-K. 























SILVER or jewelry salesman wanted; 
large manufacturer of popular priced 
silver and chrome plated hollowware is 
open for two representatives for south- 
ern territory, Richmond to Texas; 
straight commission basis; no objec- 
tion to one side line. Address ‘‘A., 4590,”’ 
care J C- 








WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., To- 
ledo, Ohio. 





eo: 


REPRESENTATIVE for New England 
and New York state; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential, Address “L., 
4822,” care J C-K. 








SALESMEN ; with established wholesaler 
following, wanted by manufacturer of 
fine made diamond platinum watches, 
platinum and gold watch cases, brace- 
lets and rings; top commission paid; all 
territories open; partnership opportu- 
nity offered without investment for ex- 
perienced man. Address “V., 114,” care 





WANTED: a first class watchmaker ; pre- 
fer one who can do stone setting and 
light jewelry repair; must have at least 
12 to 15 years’ experience, to take charge 
of our repair department: either on 
salary or commission; state age, ex- 
perience and salary expected; also give 
references. Kahn’s Jewelers, 219 Main 
St., Pine Bluff, Ark. 





-_—_—— 





SALESMEN wanted; to carry ladies’ and 
gent’s low priced gold filled and stain- 
less steel expansion band line: must 
have following with jobbers, material 
houses and importers; one to travel 
Chicago and Middle West and one to 
travel southeast territory; replies held 
Strictly confidential. Address “ma. tea.” 
care J C-K 








WANTED ; experienced jewelry man who 
knows jewelry business from A to Z: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit, and business 
promotion; no other man need apply; 
position in North Carolina with perma- 
nent future for the right man. Address 
T., 69,” care J C-K. 





SALESMEN ; experienced, calling on re- 
tail jewelers, department stores, gift 
shops, to sell high grade line sterling 
and silver-plated hollowware; complete 
line and price range: popular prices; 
non-conflicting line permitted ; commis- 
Sion basis; all replies held in strict con- 
fidence. Address P. O. Box 365, Church 
St. 8, New York. 

eee 


SALESMAN wanted for State of Virginia; 
one of the oldest wholesale jewelry con- 
cerns has an opening for a high grade, 
experienced salesman who has traveled 
in the above territory; we carry all of 
the leading lines including Hamilton 
watches ; all correspondence will be held 
in strictest confidence. Address “K., 
131,” care J C-K. 





JEWELRY salesmen; leading manufac- 
turer of costume jewelry looking for 
salesmen thoroughly covering smaller 
towns throughout southern, south east- 
ern and western territories ; please give 
full details as to experience, years in 
territory, etc.; all replies strictly con- 
fidential. Address “L., 4606,’ care 
J C-K. 





OLD established manufacturer of one 
of the top 10K ring lines, wanis 
salesman, with following, in the 
Northwest and Pacific Coast; other 
territories open; straight commis- 
sion; no objection to non-conflict- 
ing side line; state territory covered ; 
have active accounts in Northwest. 


Address “V., 81,”. care J C-K. 





SALESMEN ; to sell established manufac- 
turer’s nationally known sterling silver 
children’s line to department and jewel- 
ry stores; originality of design and 
quality workmanship assure excellent 
acceptance and reorder business; only 
resident men with established following 
wanted; good territories on protected 
basis now available; write full particu- 
lars. Address “‘T., 80,” care J C-K. 


SALESMAN; for the Middle West, 
leading manufacturer of a _ beauti- 
ful line of mounted and_ semi- 
mounted platinum rings and bridal 
sets, diamond watches, diamond 
watch attachments and other goods 
suitable for the cash and credit 
jewelers; good offer to right man; 
all information will be kept strictly 
confidential. Address “‘L., 4848,” 
care J C-K. 


SALESMAN wanted, for New England 
and West Coast by leading manufac- 
turers of diamond rings in gold and 
platinum, semi-mounted mountings, 
wedding rings, gents’ rings, platinum 
diamond watches, etc., for exclusive 
representation; only top draw men 
need apply who could earn $25,000 
or better; with proven following of 
retail jewelers. Address “E., 162,°’ 
eare J C-K. 


SALESMEN; to call on retail jewelers 
for nationally known concern, to sell 
diamonds, platinum, gold and gold filled 
jewelry at the lowest prices in the 
country; sell from extensive catalogue 
of nearly 5000 numbers; no samples to 
carry; all territories open: replies con- 
fidential; references; wonderful oppor- 
tunity to earn extra money. Address 
*“*A., 4630,” care J C-K. 























A small line of “big items”, easy to 
carry, easy to earn commissions; 
diamond rings, diamond wedding 
rings; each ring individual and un- 
usual; priced to meet competition; 
advertised to every retail jeweler; 
we want several salesmen with non- 
conflicting lines for various terri- 
tories; give complete details, refer- 
ences and territory in first letter. 


Address “*F., 123,” care J C-K. 


SALESMAN, with established retail fol- 
lowing in New York area, Middle 
West, and South, wanted by watch 
importer to carry low priced line of 
pin lever and military watches, also 
dress watches; popular priced to 
meet all competition; drawing 
against commission; no objection 
to non-conflicting lines; send full 
details in confidence. Address “K., 


28,” care J C-K. 





A DIPLOMA HOLDER of the Gemologi- 
cal Institute of America has the advan- 
tages of a training designed to help you 
selt more diamonds, colored stones, sil- 
verware and jewelry, and to increase 
customer confidence in your store; his 
knowledge and training deserve special 
consideration when selecting a new em- 
ployee. G.I.A. located in New York at 
5 E. 47th St., in Los Angeles at 041 SB. 
Alexandria Ave. 





JEWELRY salesman, with established 
following among jewelers, and now 
calling on them, to carry side line 
of ring house, in business over 25 
years; this is beautiful comprehen- 
sive line of ladies’ and men’s solid 
gold rings; we offer above average 
commissions to the right man; when 
answering, mention states you are 
now traveling. Address “C., 19,” 


eare J C-K. 














SALESMEN ; to sell neat, attractive line 
latest styled costume jewelry, to re- 
tail stores; streamlined, short line 
featuring only irresistible, well priced 
styles assures good reorder business; 
good territories still available on a pro- 
tected basis: commission: want only 
men with strong following, who are 
ya to work. Address “B., 12,” care 





WANTED; watch and clock repairman ; 
would favor applicant with knowledge 
of light jewelry repairing, though this 
is not necessary; must be experienced 
with honorable reasons for leaving pres- 
ent position and good references; loca- 
tion in town of 16,000 in central Penn- 
sylvania; good salary to right man; 
do not apply unless interested in a 
permanent position. Address “D., 161,” 
care J C-K. 





WANTED; manager for credit jewelry 
store; must have a thorough knowl- 
edge of selling, window trimming 
and handling credits and collections ; 
excellent opportunity for right man 
with alert, aggressive jewelry chain 
in Eastern Pennsylvania; salary and 
bonus; send photograph with de- 
tailed reply; all replies and informa- 
tion submitted will be kept strictly 
confidential. Address “Y., 42,” 
care J C-K. 





PROMOTIONAL salesmen for furniture 
and jewelry field ; two top-notch men for 
mid-west, to sell powerful four color 
circulars and account opener merchan- 
dise to jewelry and furniture stores; 
only top men who know the territory 
and the dealers, and who have had 
previous experience in this field will be 
considered ; substantial earnings ; draw- 
ing account against commissions. Box 
689, 1474 Broadway, New York 18, 
N. Y. 





LEADING Swiss watch company has 
immediate opening for a personable 
salesman with suggested headquar- 
ters in Minneapolis or Kansas City, 
to cdver Minnesota, Iowa, Missouri, 
Nebraska, Kansas and the Dakotas; 
must be experienced and well intro- 
duced with first class retail jewelers, 
of whom many are already estab- 
lished accounts; non-conflicting line 
of jewelry or loose diamonds ac- 
ceptable; drawing and liberal com- 
mission; all replies absolutely con- 
fidential. Write, with references, to 


“P., 107,” care J C-K. 





(Continued on page 196) 
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SALESMEN ; experienced ; vigorous ; call- 
ing on retail jewelers, gift shops, depart- 
ment stores, credit outfits, etc., to sell 
distinctive fashion jewelry in gold- 
filled, sterling, metal and rhinestone, 
made by the most skilled prceducers in 
America; beautifully packaged, fast 
moving, high-styled, and priced right; 
men residing in territory preferred, with 
car; highest commission rate paid; no 
objection side line; all replies confiden- 
tial; state experience, references; quick 
reply assured. Address “H., 126,’ care 
J C-K 





SALESMAN wanted for West Coast; 
important manufacturer of a large 
line of unusual and popular price 
platinum goods, such as_ semi- 
mounted rings and sets, also com- 
plete diamond rings, diamond 
watches, diamond attachments in 
gold and platinum; merchandise for 
the large and small retailer; good 
proposition to a good man; infor- 
mation will be treated in a most con- 
fidential manner. Address ‘“M.., 


4849,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY store for sale, Midtown, 100% 
location New York City; reasons for 
selling. Address “A., 117,’ care J C-K. 





SMALL jewelry store, heart of downtown 
Denver; $17,500 buys fixtures, key; 
inventory $12,500; desirable lease. Ad- 
dress “S., 4644,” care J C-K. 





JEWELRY factory, seating 15 men, lo- 
cated in Newark, N. J., for manu- 
facturing; for sale reasonable. Ad- 


dress “G., 24,” care J C-K. 





FACTORY equipped for jewelry manufac- 
turing ; finest West 48th St., New York, 
location; very desirable; 11th floor: 
north light; due to ill health. Address 
“S., 138,” care J C-K. 





GIFT and jewelry shoppe, 10 miles from 
Newark, N. J.; clean stock: modern 
fixtures; plenty of repairs: write for 
7a Address “S., 79,” care 





SMALL jewelry store in Reading, Pa.: 
established 32 years; stock and fixtures 
inventory $3000; nice repair business : 
will sell for $2,200. E. E. Schappell, 
606 Court St., Reading, Pa. 





FOR SALE; jewelry department in one 
of Southern Oregon’s most modern de- 
partment stores ; percentage lease; good 
repair business and sales; reasonably 
priced. Address “‘W., 43,” care J C-K. 





JEWELRY store, in New Jersey ; 25 miles 
New York City; 35 years main street; 
Bulova, Hamilton: good money-maker: 
lots of repairs; reduced stock: other 
interests. Address “D., 149,” care J C-K. 





ESTABLISHED jewelry wholesaler, doing 
business, and located in New York City, 
must sell complete business, stock, office 
equipment, fixtures; sacrifice at $7,500 
for immediate cash sale. Address “A., 
145,” care J C-K. 


Brooklyn, 
N. Y.; 100% two-corner location; 
excellent lease; cash; fixtures and 
inventory, approximately $13,000; 
ideal for watchmaker. Address “‘N., 
103,” care J C-K. 


MODERN jewelry store, 





SMALL jewelry store; excellent’ for 
watchmaker; 70 miles north of New 
York City; good location; low over- 
head; large trading area; $18,500 com- 
plete; clean stock, fixtures and equip- 
ment: cash only. Address ‘‘D., 89,’ care 
J C-K. 





JEWELRY concession; leading Los 
Angeles area department = stor>; 
clean stock, good turnover; $7,900 
total, $5,000 cash; going business, 
growing fast. Address “H., 111,” 
eare J C-K. 





JEWELRY store; fast growing Long 
Island town, population 20,000; sales 
can be doubled with credit; more re- 
pairs than can handle; good prices; 
low rent, short hours; inventory 
$20,000; reason, illness; $24,000 cash 
required. Address “W., 142,” care 
J C-K. 





FOR SALE; small jewelry store in 
Eastern North Carolina; tobacco in- 
dustry; good location, on main 
street; inventory of stock and fix- 
tures about $9,000; quick sale for 
$4,500 cash. Write, B. F. Clarke, 
Kinston, N. C. 





FINE jewelry store for sale; best loca- 
tion in Racine, Wis.; retiring because 
of age; old established, with $100,000 
available annually, for good merchan- 
diser; stock, fixtures close to $50,000; 
sacrifice at $35,000 cash net, nothing 
less; 11 year lease available. Address 
“W., 82,” care J C-K. 





GOLDEN opportunity; doctor’s orders 
are to sell this beautiful jewelry 
store in Wichita, Kansas; over 200.- 
000 in population; best business lo- 
cation in the city; good lease; low 
rent; modern fixtures; nationally 
advertised clean stock; will sacrifice. 


Address ‘“*A., 48,” care J C-K. 





FOR SALE: jewelry store, Paterson, 
N. J.; population 150,000 and about 
150,000 more to draw from in suburbs; 
100% location; Main St. corner store; 
six windows: low rent: all nationally 
advertised lines ; $40,000 inventory; will 
reduce stock: owner wishes to retire. 

- Address “N., 64,” care J C-K. 





TWO, jewelry stores, located within 75 
miles of each other, both in large cities 
in Alabama; modern, fully equipped, 
100% locations, can be bought together 
or separately ; must be sold due to other 
interests; wonderful opportunity for 
live wire operator or credit chain addi- 
tions. Address “R., 66,” care J C-K. 








JEWELRY store chain; three stores in 
California; best locations, San Joaquin 
Valley towns; attractive leases; newly 
remodeled; stock clean and excellent; 
volume $175,000 net; jewelry only; in- 
ventory $65,000; dollar for dollar on 
stock; same basis accounts receivable, 
guaranteed; alterations, furniture, fix- 
tures at depreciated book values; shows 
large net profit. Qualified individuals 
write to, “C., 4344,” care J C-K. 











FOR SALE; a most wonderful oppor. 
tunity, on account of age and sick. 
ness, import business of fine clocks 
in the best location in the nation: 
constant turnover; does business all 
over the country; large stock on 
hand for _ immediate delivery 
cuckoo, 4/4 Westminster, mantel, 
grandmother and 400 day clocks: 
direct import, representative of 
Black Forest and Swiss manufac. 
turers. Address “T., 36,” care JC-K 








FOR SALE; jewelry store in Pennsy]- 
vania, doing about $50,000 to $75,000 
worth of business for the last 15 years: 
a very good industrial town, including 
all kinds of foundries and _ factories: 
enough repair work for two or three 
watchmakers; inventory $35,000; leaq- 
ing makes of watches: Hamilton, 
Gruen, Elgin, Longines-Wittnauer, Ome. 
ga, Bulova and Seelands; Keepsake dia- 
monds; Sunbeam and General Electric 
Appliances, also Parker pens; popula- 
tion of town about 10,000 to 15,000, 
including surrounding territory; long 
lease: reasonable rent: quitting due to 
health. Address “K., 4107,” care J CK. 





FOR SALE; a long established retail 
jewelry business in central Wiscon- 
sin; excellent location, considered 
the number one store in town of 
about 40,000 population; excep- 
tionally clean stock with many fine 
lines exclusive; annual sales volume 
over $100,000; lease does not ex- 
pire for two and one-half years and 
can be renewed; an opportunity to 
purchase a store of this character 
and fine reputation is seldom ever 
offered. Address “P., 137,” care 
J C-K. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, etc. . me 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





ONE eight-day Seth Thomas time clock, 
used two years; price $60; two show 
cases six ft., lighted trim, both $195. 
Jones Jewelry, Burlington, N. C. 








HOROLOGIST tools made particularly for 
watchmaker’s lathe of finest hardened 
steel, specially treated to hold cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 Xx 
3/32 x 2% inches long; price 75¢ each. 
Send money order to, W. W. Ellis, 1° 
E. Sharon Ave., Glendale, Ohio. 








JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 


tee 
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Business Opportunities 


————— 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 


Keystone. 














—_—_——s™s 


WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





———————_~_SEete 


WANT to purchase; established jewelry 
store; industrial town; good location ; 
give all details; all information confi- 
dential. Address “‘Y., 84,” care J C-K. 








IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, II. 





—— - 


SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms; confidential. S. G. 
Terban, 22 Tremont St., Boston, Mass. 





JEWELER-optician; main street corner 
location, downtown Toledo, Ohio; over 
$7,000 year net, can be increased; low 
rent; lease; owner 22 years, retiring ; 
with stock $10,000. A. Koryta, Inc., 
1311 Schofield Bldg., Cleveland, Ohio. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
- Blackstone Avenue, Chicago 
15. 





HIGHEST prices for your surplus stock: 
immediate cash for your entire stock or 
any part; see us if you plan to retire; 
we are not a sales organization; mer- 
chandise sold in our own stores; con- 
fidential. Address “L., 72,’’ care J C-K. 


SAMUEL GANSBERG will buy your sur- 
Plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





THIRTY-EIGHT auctions during past 30 
months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care; conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
saunas J. Faussett, Howell, 
Mich. 





WANTED; jewelry stores located in 
North Carolina, South Carolina, 
Georgia, Florida and Alabama as 
going business; if you want to sell, 
we will pay you highest cash price 
for stock, fixtures and accounts re- 
ceivable, and lease will be taken 


over. Address “J., 26,” care J C-K. 





pj 


AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business; all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y 








AUCTIONEER, Albert E. Mann; raise 
cash immediately by auction; 35 
years selling jewelry and objets d’art 
from coast to coast; see advertise- 
ment on page 191, June J C-K. 224 
S. Reeves Dr., Beverly Hills, Calif. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 


a 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 








BEN JACOBS, America’s well known, 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers’ Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas, 





CASH for you immediately; R. A. 
Zanone & Co., will solve your prob- 
lem by paying cash for your store 
now, or conducting a_ successful 
auction or flat sale; more than 25 
years’ experience; your reply held 
in strict confidence; references: 
Dun & Bradstreet, Union & Planters 
National Bank & Trust Co., Mem- 
phis, Tenn. Write, wire or phone 
today. R. A. Zanone & Co., 110 
Madison Ave., Memphis, Tenn. 
Phone 5-0660. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Il. 








Wanted to Purchase 








WANTED; New Century engraving ma- 
chine, in good order; give lowest cash 
price and particulars. Address “S., 68,” 
care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED to purchase; triangular shaped 
Masonic watch with emblems. Ccentact, 
Kenneth W. Collier, 216 Masonic Tem- 
ple, La Porte, Indiana. 





WANTED; established jewelry store in 
town from 10,000 to 75,090; will 
pay highest price; all replies con- 
fidential. Address “G., 58,” care 
J C-K. 





CASH for inactive Community Plate, 
Rogers 1847 and Holmes & Edwards; 
we pay retail less 40% for unused 
silver! used silverware also purchased ; 
any quantity; please send list; old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
7th St., Los Angeles 14, Calif. 





CASH for your surplus sterling flat- 
ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references: 
Citizens State Bank and Second Na- 
tional Bank. Jack Greene, 402 


Scanlan Bldg., Houston, Texas. 





(Continued on page 198) 
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WANTED TO PURCHASE—Cont. 








SPOT cash for your surplus stock, 
watches, diamonds, and jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; _ refer- 
ences: National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








FINE watch repairing for the trade; all 
work guaranteed; prompt mail service. 
Car] = 198 Broadway, New York 





GOOD watch repairing for the trade; 
reasonable prices; price list sent on 
request. Leslie Hammond, 1112 Mahan- 
tongo St., Pottsville, Pa. 





ONE week’s service, Watchmaster timing ; 
references and price list on request. 
Gerace Jewelers, 4243 Frankford Ave., 
Philadelphia, Pa. 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





SINCD 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y 





WATCH repairing for the trade; watches, 
electrically timed, all work guaranteed: 
17 years’ experience; formerly with well 
known watch repair department. E. A. 
Fischer, 311 N. Queen St., Lancaster, Pa. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





WEST COAST watch repairing by an old 
company ; workmanship and service the 
best ; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 213 S. Broadway, Los 
Angeles 12, Calif. 





EXPERT watch repairing; eight to 190 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
Ave., New York 32, N. Y. Lorraine 
8-6370. 





COMPLICATED and plain watch repair- 
ing; specialize in repeaters, chrono- 
graphs, automatics, French, American, 
German and grandfather clocks. Janos 
Weinberger, 47 W. 47th St., New York 
19, N. Y. Tel. Plaza 7-7313. 





BEST workmanship; plain and compli- 
cated watch repairing; a thorough and 
well done job at lowest possible prices ; 
special attention to mail orders; price 
list on request. Carl Lieberman, 116 
Nassau St., New York 7, N. Y. 





FINEST watch repairing, with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage: Watchmaster timed; lo- 
cated in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 


KNOW your vibrator; mail direct; same 
day service; flat $1.75; Breguet $2.50; 
try our fast accurate and efficient staff- 
ing-jeweling; ask for Vibra-Pac, an 
exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting mecessary; request 
free envelopes and Vibra-Pac for mail- 
ine movements and_ sub-assemblies, 
safely, economically. Hairspring Vibrat- 
ing Co., Box 330, Union City, N. J. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing: Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six davs; price list 
upon request. H. Spielman Co., 9 
Maiden Lane. New York 7, N. Y. 
Worth 4-3377. 


IMPORTANT; your watch repairs; anv 
make. any size watch accurately re- 
paired and at today’s most reason- 
able prices: we offer vou the finest 
eraftsmanshivn, fully guaranteed 
Prompt service and postage prepaid; 
for nearly a third of a century. this 
has been our poliev: send us a trial 
package today: prices quoted on re- 
auest. National Watch Renair Ca., 
727 Sansom St., Philadelphia 6, Pa. 

















Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15,139 Glaston- 
bury Blvd., Detroit 23, Mich. 








PEARLS restrung plain or knotted; 
ring sizing. diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 





DIAMOND repairing specialist: usi 
good commercial judgment. ” aoe 
Hunt, 74 W. 46th St., New York cre 
19, N. Y. Recutting and repairing diet 
mond cutter a- 





rrr 

DIAMOND setting; good work; New 
York or out-of-town; prompt ser. 
vice; prices right. Aaron Roth, 145 
W. 45th St., New York. Lu 2-458]. 





tt Lr 

PEARLS and beads restrung, knotted 
woven; rosaries repaired refinigheg: 
right prices, prompt service, monthly 
billing; we specialize on mai] Orders : 
our business is nation-wide. Woodman’s 
55B Eddy St., Providence, R. I. 








COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling; diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John St, 
New York. 








JEWELRY repairing, diamond setting 
and special order work; finest work. 
manship guaranteed; one-day ser. 
vice on sizing; no job teo small, no 
job too large; estimates cheerfully 
given. Progressive Mfg. Jewelers, 1] 
John St., New York City. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days” service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








To Let 








BENCH space available, for jeweler or 
setter, in a fully equipped, light, modern 
shop. 45th St., New York. Phone Lux- 
emburg 2-4139. 








Miscellaneous 





WATCHMAKERSY JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean _ 116-A Nassau St., New York 
7, N. Y. 








333 questions and answers; illustrated; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid ; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100C. 





CHICAGO Institute of Watchmaking, ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JK-7, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employers who can truly explain our 
successful plan, of sound training. Chi- 
cago Institute of Watchmaking, 6 
Lake St., Chicago 1. 











GRADUATE watchmakers; reach an un- 
tapped source of profitable new business 
in chronograph watch repair; easy step- 
by-step Bsembl-O-Graf method taught 
in G.I. approved, 22 weeks resident 
course, or by low-cost home study plan; 
be the first in your community to dis- 
play the handsome certified chrono- 
graph technician’s diploma; complete 
information on request: Western Penn- 
sylvania Horological Institute, Desk 1%, 
706 Smithfield St., Pittsburgh 19, Pa. 
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DOLLARS AND CENSUS 


As the result of discussions with W. C. Truppner, 
Chief of the Bureau of Census business section, we feel 
confident we will be bringing you over the next year 
some interesting analyses of the facts gathered for the 
1948 Census of Business. The material is now on gov- 
ernment tabulating machines which are working around 
the clock to complete the job at the earliest date. 

Some preliminary personal revelations by Truppner 
indicate the fascinating value of the forthcoming data: 

In 1939 there were 4,800,000 employees in the retail 
trade, the latest study shows over 7,000,000. 

Trade and Service Industries set a record for growth 
in dollar volume tripling from the 1939 figure to $130,- 
000,000 in 1948. 

Central business districts have lost ground to those 
in outlying sections. Of 38, only two showed gains while 
30 were far outstripped by outer areas. 

You paid for the gathering of this data with your 
taxes. 

You paid for our analysis by subscribing to THE 
JEWELERS’ CIRCULAR-KEYSTONE. 

Don’t let your competitor benefit exclusively from these 
articles. The first of these appears in this issue on page 
92. Watch for the others appearing in future issues. 
Study the interpretations. Apply the information to 
your benefit. 





TAX CONSIDERATIONS SUGGEST VIGILANCE 


The repetitious appealing, month after month, for 
some particular action by our readers is not one of our 
favorite roles. However, our flow of editorials over the 
past eight months pleading with jewelers to write their 
Congressmen and Senators about excises have borne 
fruit. They have apparently contributed to the flow 
of mail and personal interviews which influenced legis- 
lators to the point where the tax bill containing excise 
relief has advanced to the point where it is ready for 
Senate consideration. To those of you who responded 
to our plea for correspondence with Congressmen, we 
say “good.” 

Your next move depends upon the action of the Senate 
which will shortly pass upon excise recommendations 
in the 1950 tax bill. Watch your newspapers, follow 
the course of this bill, be ready to respond with more 
letters if it develops provisions unfair to our industry. 





ON "HANGING TOGETHER, OR..." 


Reports from California, Oklahoma, Minnesota, Michi- 
gan, Arkansas and Wisconsin, have brought the hearten- 
ing news that state conventions held in those areas re- 
cently have all set attendance records. We hope this is a 
trend toward awareness of the importance of strong 
organization and the benefits that flow to the individual 
from cooperation with his contemporaries. 
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THE IMPORTANCE OF LITTLE THINGS 


All great ideas are not “big” ones. 

The other day we ran across an interesting little mer. 
chandising and public relations stunt. This has been 
employed effectively for years by a canny New England 
jeweler whose town attracts summer tourists. 

It is the simple device of gaining the confidence of the 
police officers on his beat. The theory—and directly 
traceable results have proved it—is that a stranger in 
town seeking the services of an honest jeweler will fre. 
quently turn for advice to the roving representative of 
local lawfulness—the cop on the corner. A good recom. 
mendation from him carries the weight of the voice of 
authority. 

Another jeweler in another and larger town, who has 
occasion to use taxicabs in going to his store, always 
directs the cab driver by giving him the name of his 
jewelry store, rather than the street address. If the 
cabbie knows where it is located, the jeweler feels his 
advertising and promotion are taking effect. If the driver 
does not know where the store is, the merchant has at least 
impressed upon one public service man, the location of a 
good store, by the verbal expression of its name. 


Then there was the successful merchant, who in the 
early days of building his business, placed a mattress 
under his front window, and learned what his prospects 
really thought of the merchandise on display. He lay 
there every night, under the floor of the illuminated 
window display while the voices of the window shoppers 
(and their opinions) drifted to his ears through the ven- 
tilator grille located directly beneath the plate glass 
window. 

Now no one of these little ideas, perhaps no group 
of them, would be sufficient in themselves to make a store 
profitable. However, the merchant who recognizes “the 
importance of little things,” is the one who finds himself 
alerted when the “big” opportunity presents itself to his 
active mind. 





Note for jewelers still merchandising to the carriage 
trade: 

The following brief, but significant report appeared in 
a recent issue of The New York World-Telegram: 

“Workmen at Stern Brothers were busy yesterday 
hammering out the end of an era—they were dismantling 
the department store’s unique ‘carriage-entrance’ on West 
Forty-Third Street. Built into the store when it was con- 
structed in 1913, the semi-circular entrance will be 
replaced by four show windows.” 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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A man's ring », 
for man-size profits! KS 
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Quality O-B Rings 








It's sizzling-hot! The latest and most popular of Ostby & 
Barton’s famous, fast-selling ““Name”’ rings! Inspired by the 
masculine dominance of the Spanish conquerors, these unusual 
rings offer romantic appeal backed by strong national advertis- 
ing, window displays and newspaper mats. They’ll make a bold 
bid for increased profits for you. Order now to tie-in with 
national ads. 





DOMINANT WINDOW DISPLAY! > 


A compelling window display, cut-out with plush velvet drape ring 
background. Illustration similar to national ads intrigues customers 
inside. Free with any 5 “Conquistador” rings. 


NATIONAL ADVERTISING 
FREE NEWSPAPER MATS! 
\; t “Conquistador” rings will be advertised in the 
\ Nov. 20 issue of LIFE. Order free newspaper 
mats to tie-in your local ads. 


well he thoy National Jewelry Fair ... August 27-31... The Stevens ... Chicago 


°¢® A.NLR.J.A. Show ... August 14-17 ... Waldorf-Astoria Hotel ... N.Y. 
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Ring Leaders Since 1879 











» OSTBY & BARTON 





118 RICHMOND STREET, PROVIDENCE 2, R. I. e 366 FIFTH AVENUE, NEW YORK 1, N. Y. 
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...tf you took part in Community’ s great search for 


Jon Whitcomb models! 


From all over the country, applications poured 
in. In jewelry stores of every size, traffic increased 
... inquiries mounted. Enthusiastic jewelers who 
were quick to see the advantages of this nation- 
wide promotion supported it with window and in- 
terior displays and local advertising and found it 


paid off. 


Community had a great spring season, and we 
feel that this was in large measure due to the 
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CAROL CHAMBERS HOUGH 
EL RENO, OKLAHOMA 
BOURNE JEWELRY STORE 


LORNA OWENS 
AUSTIN, TEXAS 
MCKINNON’'S JEWELERS 
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JEANNE EVANS 


INGLEWOOD, CALIFORNIA 
ANDERSON JEWELERS 
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Model Search. We hope you profited from Com- 
munity’s most recent promotion. It was another 
example of the selling and merchandising support 
that is constantly at work to help you sell more 
Community! 






MARGERY M. NIXON 
PITTSBURGH, PENNSYLVANIA, 
KAUFMANN DEPARTMENT STORE 














